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BF Moccasins 


It takes 0 years 
to grow a foot! 


. and a customer! Start them 
young .. . fit them to flexible 
baby shoes that let little toes 
grip and grasp. Develop healthy 
feet and healthy customers. 
Youll be wishing them... 


happy 1958 - 1968 - 1978! 


4 


BRO 


* 
_ bs 
“ 
ge i A 
. ‘es 4 
a » 
“a > 


: " , a “ ie 
First name in ZY 


é 


Y 


rt 


1S 


January 15, 1958 


baby shoes! 


ere Mm, 


OENT 5 
> 4, 
& ° 
“ 
@ % 
m 
2 


“Mempe* 


MASS. 





nick parker 


creates a group 
of daytime tailleurs 
in the tradition of 
the custom bootmaker. 


As light as they look...in 


husBschman’s calf 
#345 Rose Red 
... available also in #3308 Créme, 
#507 Flight Blue and #3390 Benedictine... 
by M. Wolf’s Sons, Inc. Brooklyn 2 


E. Hubschman & Sons, Inc., Philadelphia 23 
Fashion Office: Empire State Building, New York 1 





Tune-up for Spring Business 


with Sure-Fire Kali-stiniler, 


FOR CHILDREN OF ALL AGES 





2 te PS AOR EAP A CIE 
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IN STOCK No. 442 
Black Kip Plug Oxford 


8%, to 12 
12% to 3 
Also in Brown 
No. 406 


8%, to 12 
12% to3 


You can be the store with the shoes 


that have Sure Fire Sales Appeal. Quality 
craftsmanship and style have made 
Kali-sten-iks the favored shoe for 


children of all ages. 


IN STOCK No. 7677 
Red Kip Raised Seam 
Moccasin Strap 
6%, to 8 


8, to 12 
* 12% to3 
¢ 
TRADE MARK REG.US. PATENT OFF. 


No. 7666 


8%, to 12 
12% to 3 
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JUST 
COMPLETED 


A NEW uericdw GIRL DEPARTMENT 


THE AUERICANE 1RL SHOE CORNER 


i 





THE WAY TO INCREASED BUSINESS FOR 


Ker 


CONCENTRATE ON PROFITABILITY 


e FOR FAST FILL-INS 
one e TO ELIMINATE DUPLICATION OF STYLES 


FOR EFFICIENT CONTROL OF INVENTORIES 
complete | ion casteR TURNOVER 
lime =» FOR CONCENTRATION OF ADVERTISING 
e FOR FEWER MARKDOWNS 


« AUUMERICAW GIRL oe 


288 A Street, Boston, Ma 
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#70 


livewood 


the new golden brown... 
for town and leisure 


THE. OHIO LEATHER CO. GIRARD, OHIO 
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NEW... from 


GOODFYEAR 


Specially designed for super comfort... the 


NOL 


NOW! FAMOUS NEOLITE DURABILITY 
PLUS SENSATIONAL FLEXIBILITY! 


Leave it to Goodyear to bring you a great new ad- 
vance in soling! It’s a completely flexible sole that’s 
different from any other sole ever produced and it’s 
perfect for today’s new styles in super-comfortable 
men’s shoes. And, equally important, the NEOLITE 
FLEX Sole is true NEOLITE, the most famous soling 
material in the world for long wear! 

Yes, the NEOLITE FLEX Sole is real NEOLITE, but it’s 
made differently to add sensational flexibility to its 
traditional durability. Special blending of ingredients, 


double processing, contour cutting and other procedures 

developed by Goodyear scientists made this material 

possible. And now NEOLITE FLEX Soles are available in 

quantity for full production of your appropriate lines. 
* * * 

Right now, while you are planning next season’s 


* lines, it will pay you well to get all the facts about 


NEOLITE FLEX Soles. Be sure to talk it over with 
your Goodyear Representative. Or, if you prefer, write 
to: Goodyear, Shoe Products Division, Akron 16, O. 
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LEK SULE 


PERFECT Sole for light, flexible men's shoes! 





el NUE OLITE - SOLES - HEELS 


, GOODFYEAR 


Watch GOODYEAR THEATER on TV—every other Monday, 9:30 P.M., EST. 
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FIRST CHOICE OF MOTHERS AND CHILDREN 


In a Nation-Wide “Concealed Brand” Test 


LESLEY 


FIRST because they’re FOREMOST! American Juniors 
lead all other children’s shoes on three important counts, 
the result of a survey conducted in major cities 
by Reuben Donnelley Company. Loox at the facts: 


Selected: 
FIRST IN WORKMANSHIP . .. American juniors are quality constructed on 
special lasts for each age group from tots through young teens . . . guaranteed for 


perfect fit. 


; FIRST IN STYLE. . . whether it's the new pointed toe look, new softie type 
shoes or new “Snap Jack” styles, American Juniors has it in stock. 


" FIRST IN VALUE . . . American Juniors are priced for the great mass market 
the greatest dollar-for-doliar value. This means bigger volume sales. 


PRINCE 


AMERICAN JUNIORS SHOE COMPANY, INC. 


ONE ISLAND STREET, LAWRENCE, MASS. 


DIVISION CONSOLIDATED NATIONAL SHOE CORP NEW YORK SALES OFFICE: MARBRIDGE BUILDING 
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Luportant Shoer 
how Active Womew 


Today's CUSHIONIZED BELLAIRES are 
smartly tailored to give every active woman the 
poise and confidence her busy days demand .. . 
and substantially crafted with unique hidden con- 
struction features to assure her deep-dow n comfort 
and vital support. 


WINNER PUMP 


IN-STOCK (i 
AAA to EEE = BARBARA 


1——Unique LUMFLEX insole eliminates “breaking in” 

2——Full length soft cork cushion covers the entire foot. 

3—Riveted “comfortized” sustaining arch assures foot 
ease and support for the life of the shoe, 


CUSHIONIZED BELLAIRE SHOE COMPANY 
: a Lowell St. Portland, Maine 
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A Guide to Your Child’s 
o Foot Growth 
GET THE EXTRA PROFITS IN THIS y 
w 
INCREASE-SHOE-PAIRAGE PLAN ¥ 
More shoes per child start with this chart! Use Avon’s Foot T 
Growth Chart to educate parents about shoe size checking. : toy 
Display it in your store to get more out of the sales-making campaign Wtol2yn | tolbweeks | Every 2 wee 
Avon designed to help you. Order your supply of Avon’s FREE oN nn oD Redes | ee 
sales aids right away. Make this campaign pay off for you! i eee ep ee 


AVON’S FOOT GROWTH CHART TO SELL BUY! % 


Display it importantly in your store. Order FREE from Avon. 


Pocket-size chart for parents to give your customers. 





Order from your Shoe Manufacturer. 


not on all shoes...just the best ones 


So often, the name that sells the shoe is on the sole... Avonite . . . because its own 
trusted reputation for proud quality, long wear, no repair tells a customer how 
very fine the shoe is that.bears so fine a sole. 


Manufacturer of for 47 years 


D\ "fer [Teo } Mi —an one}. 0 7-0, & Ae O\2el abn 1 -0-3-y-lelalel-i-na0-) 
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Short fit is shortsighted! 


@eoeeeererer rere ee eeeeeeeeeeeees 


IT’S IMPORTANT THAT YOU CHECK THE SIZE OF SHOES, REGULARLY! 
Feet can’t grow right when shoes are too tight. Use this chart to guide you — 
age is the gauge — and it’s FREE for you at all better shoe stores from 
Avonite ... the prime quality soles that rate best in every shoe-wear test! 


Be smart... fit your child by this chart! 


A Guide to Your Child's 


 tcaeannagie A Word to Wise Parents from 


Pas meg AVONITE SOLES 


ban toby | to 8 weeks, 
bem | Stol2weets 


Children’s feet grow faster than Avonite Soles 
tote | totem | 4 wear out! That’s why the makers of Avonite 
ek tcc : Soles have supplied your favorite shoe store 

with this foot-growth chart — FREE for you. It's 
your guide to proper size just as Avonite is 
your Solemark of Quality. 


Sym ond ove Every 6m to age 20 


Another strong ad to 


spur your sales... one of a 
compelling national series by AVO x i Fy = 
Avonite appearing in 
- not on all shoes... 


March Good Housekeeping. just the best ones 


<UL 


“> 


en * by * 

Good Housekeeping 
” 

2745 anvearisen WES 


Manufacturer of HIGHEST QUALITY SOLES for 47 years 








Kangaroo, the lightest, most supple, yet strongest of fine leathers 
makes these shoes the shoes for customers in search of the utmost 
comfort. Kangaroo leather provides gentle, yet firm support. Buoyant, 
resilient Firestone Foamex cushions the foot from toe to heel without 
Gdding weight or bulkiness. Famous Leverenz “Foot Preserver” 
Built-in-Arch gives firm support. 


Style #2148, left, has Built-in Firestone 

Foamex Cushion, Pegged Foot Preserver 

Arch, Corrugated Steel Shank, Double 

Duty Leather Sole, Blackstone Last. 

B7'/./12, C,D,E6/13, EE,8W 6/12, 
price $7.75 


Style $2145, Right, has Built-in Firestone 
Foamex Cushion, Pegged Foot Preserver 
Arch, Corrugated Steel Shank, Leather 
- Last. 
B7,/12, C,D,E6/13, EE, 8W 6/12, 
$8.75 


41-1 8 = LEATHER INSOLE 


GENUINE GOODYEAR WELT 
FAMOUS FIRESTONE FOAMEX 


HEAVY DUTY OUTSOLE 


LEVERENZ SHOE COMPANY Sheboygan, Wisconsin 





In Australia yes... 


but everywhere else 
this Spring it's 


MIGHTY MIDGET 


CARRY-ALLS 


for 

Tots 

Sub Teens 
Teens 


new dtyles 


new fabrics 





new colors 








ee eae 


SPECIAL INTRODUCTORY OFFER 
Order our “Get Acquainted” assortment of One Dozen 
Dollar Carry-Alls, at $7.50 Dozen, which includes 8 
styles, full range of colors. Same offer available in 
$12.50 Dozen range, retailing about $1.69. “Trading 
Post’ stand $2 extra. Free when your orders reach $75. 


Send today for our complete Spring Catalog ‘'B"' 


MIGHTY MIDGET’ 


LEATHER GOODS CO., INC. 
650 AVENUE OF THE AMERICAS 
NEW YORK 11, N.Y. 


January 15, 1958 


NATIONALLY ADVERTISED IN: 
PARENTS’ MAGAZINE 

NEW YORK TIMES MAGAZINE 
SEVENTEEN 


New York Showroom: 303 Fifth Avenue 

dontreal, Que. Sh Nugget Knit 
Pittsburgh Showroom: Carlton House 

Chicago Showroom: Rm. 1802, 318 W. Adams St. 
Dallas Showroom: Dallas Handbag, 1005 C 











You Can Count On 


The 
“United Man’ 


He is dependable, productive, skilled. 
He knows how to keep your machines 
running, cut your down time and save 
replacement parts’ cost. He knows 
the best and fastest way to solve 
your machinery problems. 

The average United Man has 15 years 
of specialized shoe machinery experience 
and is qualified to service 28 different 
machine types. He is a highly trained 
technician with a pride in his work. 

The United Man is kept continually 
up-to-date on improvements and on new 
machines through a steady flow of 
information from United’s Beverly 
Factory and Boston Office and from 
other United Men. 

You can get the United Man in a hurry 
when you need him, and you only pay 
for the time you use. 








FOR YOUR BEST BUY IN SERVICE 


WJnited. 
SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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OUR FAMOUS CANVAS LINE 


new up-to-date designs 


NOW IN ~ 
new exciting colors 


MOST COMPETITIVE LINE IN THE MARKET 


SWIVEL STRAP PUMP 
Misses’ 124-3 
Child's 5-12 
Blue, Red, Yellow, 
Light Blue 


SWIVEL STRAP SANDAL 
Misses’ 121-3 

Child’s 5-12 

Red, Blue, Yellow 


> STRIPED CANVAS OXFORD 
Women's 4-9 

Misses’ 1242-3 

Child’s 5-12 

Multicolor Stripes 
BUBBLE SADDLE 
Women's 4-9 
Misses’ 121-3 
Child’s 5-12 
White and Black 
White and Red 


Belcamp, Maryland 
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visual proof that these shoes 
keep your customers satisfied 
—and coming back to you ! 








The second Herbst plant — built in Lomira, Wis 
consin in 1956 — is now being doubled in size. An- 
other thousand pair of shoes daily will be added to 
productive capacity to meet the demand for CHILD 
LIFE . . . a demand, by the way, that is not based on 
hot shot promotions — but on the ever-increasing flow 
of orders from dealers who have found that it betters 
their business to concentrate increasingly on this 
profitable line of juvenile footwear. 

And CHILD LIFE builds business for dealers in 
four ways: (1) it’s a style shoe for eye appeal; 
(2) it’s popularly priced for buy appeal; (3) it’s a 

quality shoe that measures up to a mother’s ex- 

pectations of service, and (4) it’s a franchised shoe 
that protects the self interest and best interests 


of the dealer who sells it. 
With the new addition at Lomira soon to be oper- 
ative, a limited number of new accounts can be ac- 
cepted. Your inquiry will be welcome — and is in- 
vited — if there is no existing CHILD LIFE dealer now 


in your trading area. 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wis. 
New York Office — 557 Marbridge Bldg., New York 17, N. Y. 
Boot and Shoe Recorder 





Six Important 


SUMPING-JACKS 





—Sound thinking and reappraisal of modus op- 
erandi is a good thing at any time; but especially 
at the beginning of a new year. 

—Walter Hoadley, treasurer of the Armstrong Cork 
Company, telescoped six important steps that 
should be taken in 58. These were retraced in 
the NSMA News Bulletin and, for extra empha- 
sis, we highlight here some of the main points 
he made: 








—‘We must all take a fresh look at our markets. 
We must break down each market area so we can 
see much more definitely its dimensions and spe- 
cifically the size and location of the sales poten- 
tial. We must keep abreast of what competitors 
are doing to meet changing market needs. 


and the Bean Stalk 


Your sales will shoot up like a Bean Stalk 
when you tie-in with this 4-color ad 
on February Back Cover of 


PARENTS’ MAGAZINE 
and April Third Cover of 


MODERN ROMANCES 


—“We must carefully reappraise each customer. 


—“We must review our product line with care, rec- 
ognizing what we are now selling won’t be strong 
enough to provide vigorous growth throughout 
the interim period . . . when general business 
levels out or recedes and growth is absent. 


Write for beautiful full-color 30”x40” 
blow-up of this ad for store or win- 
dow display, and for tie-in mat ads. 


—“We must make our objectives for 1958 very spe- 
cific and make clear to every one in the organiza- 
tion where the best opportunities for sales and 
profits lie and how to capitalize upon them. 


—“We must study our personnel roster as never 
before to determine the soundness of our organ- 


ization and the morale of our key people upon 
whom we are counting for growth over the next 
few years. 


—“We must keep a close eye on finance. Tight con- 
trol over costs and continuing attention to finances 
obviously are a ‘must’ during the ‘interim pe- 
riod.’ ” 


—There’s actually nothing further we need add! 


e. B. Vartumeth, 


Publisher 


Boor anp SHoe REcorper 
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Order shoes featured: 
Jumping-Jacks Seniors in Black and White, 
No. 812. Sizes 8% to 4. Widths B to D. 


Jumping-Jacks Parties Convertible Pump in 
Blue No. 4965. Sizes 82 to 4, Widths A to D. 


VAISEY-BRISTOL SHOE COMPANY 
Monett, Mo. 














Tice’ smart styling afoot 


for men...with 





made of punched pig. SHUGOR is distinctiveness of these 

cleverly concealed under side Straps : intriguing Taylor creations, 

for comfort and casy-on-and-off. \ comes the welcome bonus of 
slipper comfort. Yes, comfort, 
easy fit and easy-on-and-off 
are invariable contributions to 
the countless footwear firsts 


which only SHUGOR 


makes possible. 


This version of Italian styling 1s \ With the new-look 
; 
Ff 
‘if 













There is a big future for this men’s . ¥ os oO M A Ss 
fabric shoc. It features a side gore woven 


to perfectly match the fabric. ¥ A VY L Oo R 
& SONS 


COPR. 1957 THOMAS TAYLOR & SONS HUDSON, MASSACHUSETTS 
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Fditorial Outlook 








Store hours: What should they be? The retailing week: 
How long should it last? Except during those unhappy days 
of the wartime emergency and the acute shortages of goods 
which they brought, these have been perplexing problems 
for the merchant large and small. 

In the years since, as the pattern of retailing has be- 
come more complex, and its pace accelerated, they have 
assumed even more serious proportions. The small, one 
man, or man and wife retailer, reluctant to lose any pos- 
sible sale, has worked full days, and often vacationless 
years, striving to keep his business alive. 

Proprietors of larger stores and departments have 
watched qualified help rebel at the long retail hours and 
move on to industries with shorter days and paid vaca- 
tions and Saturdays free for a trip to the beach or camp. 

Downtown retailers, in search of some formula to win 
back shoppers from the suburban stores, have remained 
open several nights a week. Others have found it neces- 
sary to shorten daylight hours, or close a day or half-a- 
day during the week to sustain a minimum of employe 
morale. 

Store and department managers, after watching their 
help “warm their hands” during the week, have been 
forced to add poorly trained “extras” to keep abreast of 
the Saturday tide of business. 

It would seem by now that the consumers would be 
thoroughly confused by this scatter-shot pattern of re- 
tailing, even though they, until the present at least, have 
been the chief cause of it. 


Another “Gimmick” 


Thus far, all these problems have been the normal re- 
sult of our highly competitive system. But now a new 
cloud appears on the horizon to bedevil the retailer and 
confuse the consumer still more. It is the growing prac- 
tice of the roadside store and discount house to open on 
Sunday and conduct business on traditional holidays 
throughout the year. Here is another “gimmick” of the 
mass-merchandiser with all the potentials of a serious 
nuisance. 

It serves little useful purpose to the consumer. It en- 
ables the “off-beat” highway operation to take still an- 
other poke at the established retailing order and its ac- 
cepted practices. It should be dealt with as the nuisance 
that it is... promptly and effectively. 

Realism dictates a recognition that some retail stores 
must remain open to supply the emergency requirements 
and last-minute needs of the community. And there are 
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Sunday Business Nuisance 





certain localized areas in many of our larger cities where 
Sunday business has been traditional. 


Realism dictates, too, that a discussion of this question 
be removed from the realm of religious or moral con- 
sideration. Sunday business should be considered strictly 
in the light of its questionable economic necessity, whether 
it is beneficial to the health of the business community in 
general, or whether it is designed for the selfish profit of 
the very few who constantly challenge the accepted re- 
tailing order. 


Luxuries and Gadgets 


For the past several years, the merchandising emphasis 
has been placed on supplying the luxuries, necessities and 
gadgets for a “leisure age.” It is granted that shopping 
should be made as easy and convenient as possible for 
the consumer. But should retailing be forced to submit 
to the hardship and expense of operating seven days a 
week, merely to meet the competition from a fringe ele- 
ment whose one purpose is to squeeze the last penny from 
its operation as quickly as possible? Because they choose 
to exploit the random Sunday stream of traffic which 
flows past their doors, must other retailers follow suit? 

Certainly the consumer is afforded ample opportunity 
to buy all his calculated needs during the established re- 
tailing week supplemented by our present night openings 
and late Saturday closings. Chain groceries and super- 
markets, the innovators of mass selling, recognize this 
fact and refuse to open on Sundays. They realize the 
seriousness of reducing “convenience” to an absurdity. 

A threat to the retailer today, and a nuisance to the 
general public, this so-called “fast” retailing can be dan- 
In itself, it will 
But 


it will cost them sales which many can ill-afford to lose. 


gerous in the competitive year ahead. 
never put any worthwhile retailer out of business. 


The way to end this nuisance is through education and 
through community action. The education should be 
with the consumer, so that he will discern that mere 
“convenience” is no substitute for service. All retailers 
must be made to realize that this present irritation is just 
another attack in a campaign of attrition on the accepted 
channels of retailing. The local merchant can be an ef- 
fective instrument in correcting situations such as this. 
Scores of them are already arousing public opinion 
against this Sunday trafficking, with its attendant noise 
and confusion and intrusion on the Sunday privacy of 


the community. 










PROTECTS AND PRESERVES 
ALL TYPES OF FOOTWEAR... 
LEATHER, CANVAS, SUEDE 


SHOE SAVER 


THE DOW CORNING SILICONE 
LEATHER PRESERVATIVE 
AND WATER REPELLENT 
























Water simply rolls off shoes protected with 
SHOE SAVER... so, feet stay dry and 
comfortable. Excellent protection for practically 
all types of footwear ... leather and suede dress 
shoes, work shoes, hunting boots, ice skates, 
ski boots, golf shoes, stadium boots ... you 
name them. Now available in both 4 oz. bottle 
and a new family size 12 oz. can, SHOE SAVER 
is loaded with consumer appeal! 


SHOE SAVER keeps shoes soft and flexible, 
new looking longer . . . water-borne stains wipe 
off easily. Even guards leather against harsh 
salts used to melt ice and snow. Prevents the 
“boardy” feeling leather gets after repeated 
wetting and drying. Made with Dow Corning 
Silicones, SHOE SAVER keeps water out while 
permitting ventilation vital to 
foot comfort. Handy dauber cap 
makes SHOE SAVER easy to 
apply over the entire shoe... 


soles, stitching, and all. 


12 OZ. CAN 


RETAIL $1.95 


4 OZ. BOTTLE 
RETAIL $1.00 


COUNTER DISPLAYS 
THAT REALLY SELL 
FOR YOU 


Attractive counter display car- 
ton puts one dozen 4 oz. bottles 
of SHOE SAVER right before 
your customer's eyes. Eye-catch- 
ing display card for 12 oz. 
family size can of SHOE 
SAVER helps dealers to even 
bigger profits. 


in 
- 


dont 


nationally 


advertised! Gy 
oo 


Timely SHOE SAVER advertising sisreaea| 
in these great national magazines 


pre-sells your customers. Order 
SHOE SAVER from your findings B 
distributor now! YS'Lifs 





Dow Corning 


CORPORATION 
MIDLAND. MICHIGAN 
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FLEXIBLE UPPERS 
—to allow natura/ growth 


a 
REINFORCED 
HEEL AND TOE 
—for longer wear 


CUSHIONED ARCH 
—for proper support 


FULL CUSHIONED INSOLE 
—for more comfort 


with GRO-FLEX Construction 


Ideal for growing feet! 


MAGCATINE 


Tyer Fleetwoods—with GRO-FLEX construction — allow 
the flexibility so essential to growing feet. “Breathing” canvas 
uppers help keep feet cool and comfortable. Long-wearing 
nylon-stitched Fleetwoods are made better to sell better —and 
they’re washable! 


Circular Vamp, Blucher and Sandal styles in Red, White, 
Blue. Women’s styles also include Chino and Black. 


TY E IS Fibber Company 


ANDOVER, MASSACHUSETTS, 


TYER RUBBER COMPANY, Footwear Division, Andover, Massachusetts 


Gentlemen: Please send me the latest Tyer Price List on Canvas, Plastic and Waterproof Footwear. 


STREET___ 
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Revolutionary sole made with 


NEOPRENE plus NYLON cord 


, 





Exclusive! 


BILTRITE SURESTEP 
NYLON CORD 
NEOPRENE SOLES 


Dupont Nylon Cord — the same nylon cord used in premium 
auto tires — gives these slip-resistant neoprene safety soles all 
these advantages: 

















® Far more rugged wear 


® Greater abrasion resistance 
Biltrite Industrial Soles 
also available in 

® Extra resistance to oil, grease, 


Surestep Neoprene 
poems ' acids and chemicals 


® Comfortable resilience and flexibility 


Saf-T-Cel Neoprene Vk” World’s largest producer of shoe soling materials 


Super-Lite Cork BILTRITE 


HEELS AND SOLES 







Saf-T-Step Neoprene Cork 
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AMERICAN BILTRITE RUBBER COMPANY Chelsea 50, Mass. 


Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis — In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 















TOUGHER! 


e Cork Sole that 


e wear for weight! 
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does mot compromis 


BILTRITE SAF-T-STEP 
NEOPRENE 
CORK SOLES 


Expressly compounded to meet both the demand for lighter 

















weight and the need for longer wear. 
®@ Resist oil, grease, chemicals and acids 
® Resilient, flexible, long wearing 


Ditivite tadusttiel dae @ Special high grade lighter weight compound 


also available in 


Super-Lite Cork © Styled for modern industrial use 
World’s largest producer of shoe soling materials 


BILTRITE 


HEELS AND SOLES 


Nylon Cord Neoprene 





Saf-T-Cel Neoprene 


Printed in U.S, A. 


Surestep Neoprene 
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AMERICAN BILTRITE RUBBER COMPANY Chelsea 50, Mass. 


Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis — In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 
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Tyme 
IN LEATHER, 


Playtime usually means rough going 
for leather. But here’s a leather called 
MoHAWK...tanned by Rueping. It’s sturdy, 
~~ yet flexible...and takes a rich 
wid polish, time after time. MOHAWK, in a deep, 
smooth black, is featured here by 
Step Master, makers of quality footwear for 
active youngsters everywhere. MOHAWK will 


improve your line of juvenile footwear, too! 


SHOES: Style No. 2834 
Ettelbrick Shoe Company 
Greenup, Illinois 


LEATHER: Rueping’s Mohawk 


No. 7342 Black 
SPECIAL FEATURE SHOES 
for boys and girls 


RUEPING 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Factory Management Conference Chairman Says Standardization Will 
Mean Stepped-Up Productivity, Value, and Earnings for Workers 


NEW YORK—The need for great- 
er standardization by popular-price 
shoe manufacturers with as little af- 
fect on. styling as possible, was 
emphasized in a report to the Fac- 
tory Management. Conference Com- 
mittee by Nathan Stix, conference 
chairman, and production chief and 
vice-president of the United States 
Shoe Corporation. 

Another declaration designed to 
set the stage for the conference, 
which will be held in Cincinnati 
February 15-18, was voiced by Mor- 
ton Bromfield, management consul- 
tant who will be a featured speaker 
at the conference. 

Mr. Bromfield decried what he 
called the shoe industry’s slowness 
in technological advancement. 

“Stylists, superintendents, fore- 
men and other key personnel,” said 
Mr. Stix, “must act together, study- 
ing each new pattern to see where 
standardization can apply —if not 
to all shoes, then to a fair portion 
of the patterns adopted. This will 
step up productivity and quality 
values, and insure greater earnings 
for workers. 

“If we’re to expand our market 
and increase consumption of shoes 
without increase in prices, the execu- 
tive personnel of each factory, as 
well as the industry as a whole, will 
have to better coordinate their team- 
work. This means closer coordina- 
tion of all departments—styling, 
production, development, merchan- 
dising and sales, etc. With a tighten- 
ing economy forecast for 1958, this 
effort on the part of the shoe indus- 
try will be more needed than ever in 
the year ahead.” 

Mr. Stix added that “too often 
manufacturers fret about a design or 
pattern, taking much time before de- 
ciding to adopt it. Often the eventual 
sales aren’t anywhere near com- 
mensurate with the time and effort 
spent, as compared with other types 
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that spell volume day in and out, and 
which enable factories to eliminate 
the production valleys that have long 
been a curse in shoe business.” 

Part of Mr. Bromfield’s presenta- 
tion will be a color movie film show- 
ing before and after operations in a 
shoe factory where new technological 
methods have been applied under his 
supervision. 

In this plant, where women’s nov- 
elty and dress shoes are made, pro- 
ductive capacity was raised from the 
original 90 cases a day to 140 cases. 
This was done without any increase 
in the 300-worker labor force, and 
with an actual reduction of space. 

Within six months after the new 
production methods were introduced, 
savings of 13 cents a pair had been 
realized. The cycle or making time 
was reduced from a 6-8 weeks period 
to 10 days and less. This permitted 
the amount of work-in-process shoes 
to be reduced from 3,100 pairs to 
1,100 pairs, thus freeing about $120,- 
000 formerly tied up. Under the new 
system the shoes showed impressive 
quality improvements. 

Demonstration of the new tech- 
niques and equipment used to achieve 
these results will be a highlight of 
Mr. Bromfield’s discussion before the 
various technical meetings during 
the conference. 

“Over the next few years,” said 
Mr. Bromfield, “the shoe industry 
can expect to adopt some new and 
improved production methods that 
should drastically change some of 
the traditional shoe factory proce- 
dures. These are already being in- 
itiated by a few companies. The 
results in productivity alone have 
been so outstanding that there is 
certain to be a mass adoption of 
these new techniques in the near 
future. The industry is on the thres- 
hold of a new era of semi-auto- 
mated, controlled production that 
will result in higher quality, speed- 





ier work flow, more uniform shoes— 
and all at present or even lower 
price levels.” 

Mr. Bromfield ‘stressed that the 
average shoe factory today is a 
“shoe rack jungle” which hopelessly 
clogs work in process, needlessly 
slows production, and ties up floor 
space and working capital. 

Much of the current equipment, he 
said, is antiquated—“not so much in 
age as in design and function.” To- 
day’s equipment “must be human- 
engineered to be efficient.” He de- 
clared that in terms of getting maxi- 
mum use from its equipment, the 
shoe industry rates as one of the 
lowest among the production indus- 
tries. Also, many piece-rate struc- 
tures are inequitable and costly to 
the management. 

“What we are advocating,” con- 
cluded Mr. Bromfield, “is working 
smarter rather than harder. That is, 
making better or more productive 
use of what you have. This doesn’t 
require heavy or prohibitive financial 
investment. And these improved 
methods are as easily applicable to 
the small plant as to the large one. 
However, the most important re- 
quirement of all is an open, receptive 
mind on the part of management.” 


Retail Shoe Sales Hit 
A Record Level for 1957 


NEW YORK—Record 1957 shoe 
sales of $4,037,000,000 were esti- 
mated by National Shoe Institute. 
This compares with a 1956 figure of 
$3,931,000,000. 

Joseph §. Stern, institute chair- 
man, said shoe production rose to 
a record 594.1 million pairs, com- 
pared to 588.2 million pairs for 
1956. 

Mr. Stern said an average of 3.5 
pairs of shoes were purchased in 
this country during 1957, during 
which period average shoe prices 
rose to $6.05 a pair, compared to 
$6 for the previous year. 

The institute expects retail sales 
in 1958 to be close to the $4 billion 
mark, with production off about one 
per cent from the level of 1957. 
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Revlon, Inc., Buys Knomark, Maker of Esquire Polish 


NEW YORK—The purchase of 
the Knomark Manufacturing Com- 
pany, Brooklyn shoe polish firm by 
Revlon, Inc., was disclosed here. 

Charles Revson, president of 
Revlon, said the transaction was “an 
outright purchase with no exchange 
of stock involved.” The purchase 
price or specific terms involved in 
the deal could not be learned. 

Knomark produces the well-known 
Esquire brand of shoe polish, as well 
as Scuff-Kote, Lano-Wax, Lanol- 
Wite and shoe shine kits. 

Last June, Revlon, which produces 
cosmetics and toiletries, purchased 
150,000 of some 1,760,000 outstand- 
ing shares of Schering Corp. as an 
investment. 

The following announcement was 
made by Samuel M. Abrams and 
Albert Abrams of Knomark: 

“We wish to announce that our 
business has now become a_ sub- 
sidiary of Revlon, Inc. Most of us 
will continue to actively head up 
Esquire and, just as in the past, will 
expend all of our efforts in behalf 
of the company’s growth and de- 
velopment. 

“Of course, our’ well-rounded 
team of executives will remain with 


overall 
will 


the company and_ the 
practices 
continue. 

“We here at Knomark welcome 
this association with Revlon and feel 
confident of the attainment of new 
heights as a direct result. 

“We wish to take this opportunity 
to thank our friends for their past 
support and assure them of our 
undiminished efforts in their be- 


half.” 


of doing business 


Brauer Bros. Names Agency 


ST. LOUIS— Roy F. Sundling, 
president of Brauer Brothers Shoe 
Company, here, announced the ap- 
pointment of the Roman Adver- 
tising Company to handle all 
advertising for the company’s four 
lines of nationally advertised shoes. 

Brauer Brothers manufactures 
Paradise, Paradise Kittens, Kitten- 
ettes and Confetti shoes, which are 
sold nationally by 1,250 retail stores 
from coast to coast. 

Leading fashion magazines and 
trade papers will be used by this 
60-year-old shoe manufacturing 
company in its advertising program. 





St. Louis Fashion Board Plans Monthly Shoe Layouts 


ST. LOUIS — The Shoe Fashion 
Board of St. Louis has initiated a 
new plan in across-the-nation press 
releases. 

Each month, starting with Janu- 
ary, 1958, the board will send out a 
layout of three shoes. Some special 
or strong trend, style, or the like, 
will be highlighted each time. 

The current release shows one 
shoe from each category — men’s, 
women’s and children’s—all playing 
up the “squared away” point for 
early spring. The squared points are 
described as definitely part of the 
pointed-toe picture. 

The children’s shoe, a Dress-Ups 
by Alexis, gives little girls the elon- 
gated look without sacrificing the 
toe room necessary to growing feet. 
The pump is of patent with a nylon 
satin covered bow. 

For women, the Delmanette chosen 
by the Shoe Fashion Board uses 
three colors in a closed pump. The 
men’s slip-on features a buckle strap 
and unusual sole stitch. The “Vespa” 
by Winthrop is in black, soft grain 
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Three St. Louis made shoes are featured 

in the current release of the Shoe Fash- 

ion Board of St. Louis. The footwear in 

each category demonstrates squared-off 
pointed foes. 


leather. It is sleek and trim. 

All shoes covered by this release 
are St. Louis manufactured. Jaclyn 
Meyer is chairman of the Shoe 
Fashion Board of St. Louis. 


Consolidated Net Expected 
To Dip at International Shoe 


ST. LOUIS — International Shoe 
Company’s consolidated net income 
is expected to slip from $11,849,497 
to about $9,600,000 for the fiscal 
year ended November 30. This rep- 
resents earnings per share of com- 
mon stock for the period of $2.86 
compared with $3.53. 

These figures include non-recur- 
ring income of $1,101,325, equal to 
33 cents per share. 

Mr. Rand said that consolidated 
net sales totalled $266.1 million com- 
pared with $266.8 million a year 
ago—three-tenths of one per cent 
below the 1956 record high sales. 
He also said that the drop in net 
income is due principally to absorp- 
tion of extraordinary costs involved 
in major moves begun in 1956 which 
are now virtually complete and ef- 
fective. 


NESLA Holds Its 89th 
Annual Banquet Meeting 


BOSTON—More than 600 shoe and 
leather men were expected to at- 
tend the 89th annual meeting and 
anniversary banquet of the New 
England Shoe and Leather Associa- 
tion, scheduled to be held January 
15 in the Hotel Statler. 

Guest speaker is Lawrence Spi- 
vak, panel member of the television 
program, “Meet the Press.” He will 
discuss “National and International 
Affairs.” 

A. W. Berkowitz, association 
president and treasurer of the 
Songo Shoe Manufacturing Corpor- 
ation, will serve as toastmaster and 
present the President’s Report of 
association activities in 1957. 

The only business to be conducted 
at the meeting will be the election 
of officers and directors to serve 
during 1958. 

Members of the nominating com- 
mittee who will present the slate in- 
clude George A. Dempsey, Frank 
Noone Shoe Company, Rockland, 
Me., chairman; Harvey B. Evans, 
L. B. Evans’ Son Company, Wake- 
field, Mass.; Joseph Kaplan, Coloni- 
al Tanning Company, Inc., Boston; 
Joseph §S. Porter, Porter Shoe Com- 
pany, Inc., Milford, Mass., and G. 
Elliot Stickney, of Holmes, Stickney, 
Portland, Me. 
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Benjamin Appointed by U. S. 
To Puerto Rico Shoe Parley 


NEW YORK—Ben Benjamin, as- 
sociated with the shoe industry for 
more than 50 years, has just at- 
tended a meeting in Puerto Rico 
which sought to find means of rais- 
ing wage standards in the shoe and 
allied leather industries there. 

Mr. Benjamin was in Puerto Rico 
as a special employer representa- 
tive appointed by the U.S. Secretary 
of Labor to attend the Industry 
Committee meeting January 13 in 
San Juan. 

He agreed to be called out of re- 
tirement at his home in St. Peters- 
burg, Fla., to give the meeting the 
benefit of his long experience in fine 
shoemaking. 

Mr. Benjamin is one of the found- 
ers of Schwartz & Benjamin. He 
was general manager of the I. Miller 
factories. A son, Arthur Benjamin, 
is sales manager of Golo Footwear 
Corporation. 


W. T. Bailey Retires 
At Ainsworth Shoe Company 


TOLEDO, O.—The Ainsworth 
Shoe Company announced the re- 
tirement of W. T. Bailey, who had 
been associated with this firm of 
leather and rubber footwear manu- 
facturers for 51 years. 

Present principal officers of the 
company are George B. Heck, presi- 
dent; Kenneth Payne, vice-president 
and sales manager; Harris T. 
Fulton, secretary, treasurer and 
credit manager, and John E. White, 


assistant treasurer and office man- 
ager. 

The board of directors consists of 
Arthur J. Pete, chairman, and 
Millard H. Pryor, Harris T. Fulton, 
Edward A. McNeil, and George B. 
Heck. 


Boston Travelers Affiliate 
With National Association 


ST. PAUL, MINN.—After three 
years of negotiating, The Boston 
Shoe Travelers’ Association has be- 
come affiliated with The National 
Shoe Travelers’ Association, Inc. 

During the Boston Shoe Show at 
the Parker House in Boston last 
November, a vote was taken of all 
Boston members exhibiting there. 
The members not exhibiting were 
polled by mail, and the vote favored 
NSTA affiliation. 

This newest affiliate marks a new 
era in NSTA history. It is the be- 
ginning of an intensive campaign 
to have all shoe travelers members 
of NSTA. 

Edmund J. Trench, managing di- 
rector and secretary of NSTA, at- 
tended the annual meeting of Bos- 
ton Shoe Travelers’ Association. 


Hartland Has Medical Plan 


BOSTON—The Hartland Tan- 
ning Company of Hartland, Me., has 
made a hospital, surgical and medi- 
cal group insurance plan available 
to its employes, free of charge, it 
was announced by Max Kirstein, 
president of the Irving Tanning 
Company, the parent firm to the 
Hartland tannery. 





Carolinian Named Head of Leased Shoe Departments 


RALEIGH, N. C.—C. E. Brittain 
of Raleigh, owner and operator of 
Brittain’s, Inc., leading women’s re- 
tail shoe stores in this city and 
Charlotte, and several leased shoe 
departments throughout the State, 
joined General Shoe Corporation in 
Nashville, Tenn., January 6, as pres- 
ident of one of its retail operating 
units, Associated Shoe Departments. 

Associated Shoe Departments 
leases and operates shoe depart- 
ments in medium to better grade 
department and specialty stores 
throughout the Southwest, Midwest 
and Southeast. 

While Mr. Brittain will make his 
headquarters in Nashville, he is not 
disposing of his real estate or shoe 
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interests in North Carolina, which 
are to be managed by Hubert C. 
Johnson, associated with him for 
the past 12 years. Mr. and Mrs. 
Brittain will return to Raleigh fre- 
quently during the year. 

At Nashville, Ben H. Wi!lingham, 
General Shoe vice-president, an- 
nounced that Mr. Brittain would 
take over his own old duties as 
head of Associated Shoe Depart- 
ments, and would establish a cen- 
tralized buying and merchandising 
organization in Nashville for this 
unit. 

Meanwhile, Mr. Brittain’s son, Ed 
Brittain Jr., will soon move to 
Charlotte to take over management 
of the two Brittain stores there. 


Endicott-Johnson Bonus 


ENDICOTT, N. Y. — Endicott- 
Johnson Corporation’s year-end 
bonus to 18,000 employes was ap- 
proximately $1,000,000 compared 
with $1,950,000 a year ago. Em- 
ployes with the company a year or 
more received $60, while employes 
with six months’ service received 
$30. 

A year ago a full share in the 
bonus amounted to $109, or $54.50 
for six months’ employment. Known 
as a discretionary bonus, the dis- 
tribution is based on company earn- 
ings after provision for obligations. 
Since 1947 when the bonuses were 
put on an annual basis, about $21,- 
000,000 has been paid employes. 


New Belgrade Representative 


AUBURN, ME.—-The appointment 
of a new salesman and realignment 
of sales territories were announced 
by Dan Miller, sales manager of the 
Belgrade Shoe Company. 

Bill Luxenberg, presently covering 
Michigan and Indiana, will now con- 
centrate on Michigan only, and 
Joseph Shapiro will represent Bel- 
grade in Illinois, Wisconsin, and In- 
diana. Mr. Shapiro, for 14 years 
with Golo of Dunmore, will make his 
headquarters at 8031 Phillips Ave- 
nue, Chicago. 

James Jones, who represented Bel- 
grade in Illinois and Wisconsin, has 
resigned. 


Gray Retires at Miller Shoe 


CINCINNATI—The Miller Shoe 
Company here announced the re- 
tirement of William R. Gray, east- 
ern representative. The New York 
office of the company in the Mar- 
bridge Building will be under the 
supervision of W. J. Berghold. Mr. 
Gray plans to spend most of his 
time at his farm in Hillsboro, N. H. 


Century-Old Tannery Bought 


BUCKSPORT, ME.—Two Salem, 
Mass., men have bought the century- 
old Blodgett Tanning Company, 
here, and will operate it as the Des- 
mond Leather Company. Chief prod- 
uct will be white sheepskin leather 
for the shoe and garment industries. 
The original tannery was opened be- 
fore the outbreak of the Civil War 
and had been in the hands of the 
Blodgett family since 1872. 





Record Attendance Predicted 


At Factory Management Event 

NEW YORK—The February 15- 
18 Factory Management Conference 
in Cincinnati shows every sign of 
exceeding last year’s event by almost 
25 per cent on the basis of advance 
reservations. National Shoe Manu- 
facturers Association, sponsor of the 
show, reported sleeping room reser- 
vations in Cincinnati hotels were 
“rapidly tightening.” 

So far, a record of more than 2,000 
delegates have made reservations. 

The conference is expected to at- 
tract a total of 3,000 shoe factory 
delegates from among NSMA mem- 
bers in the U. S., plus visiting. shoe 
men from Europe, Asia, South and 
Central America, and Australia. 

The association said reservations 
could. be made by contacting the Fac- 
tory Management Conference Hous- 
ing Bureau, Union Central Building, 
Cincinnati. 


Jonathan I. Southwick 


SAN FRANCISCO—Jonathan 
Irish Southwick, a former executive 
and owner of shoe stores here, died 
at his home in Petaluma following 
a stroke. He was 72. 

Mr. Southwick for many years 
managed the Sommer and Kauf- 
mann store here and subsequently 
operated his own business, special- 
izing in corrective shoes. He re- 
tired four years ago. 

A native of Des Moines, Ia., he 
came to this area about 50 years 
ago. He is survived by his widow 
and two sons. 


Philadelphia Quartermaster 
Announces Contract Awards 


PHILADELPHIA—Several shoe 
contracts were awarded by the 
Philadelphia Quartermaster. They 
include: The Sportwelt Shoe Com- 
pany, Nashua, N. H., 400,320 pairs 
of men’s dress oxfords valued at 
$2,114,686; 50,088 pairs of black 
combat boots valued at $319,561; 
and 12,712 russet combat boots 
valued at $79,307. 

R. P. Hazzard, Augusta, Me., 
48,000 pairs of capped toe, rubber 
sole, combat boots valued at 
$295,200; Endicott Johnson Corpor- 
ation, Endicott, N. Y., 37,800 pairs 
of combat boots valued at $234,549; 
and 50,148 pairs of men’s black 
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combat boots valued at $328,296. 

The General Shoe Corporation, 
Nashville, Tenn., 40,000 pairs of 
combat boots valued at $246,000; 
58,176 pairs of men’s service shoes 
valued at $311,242; and 13,032 
pairs of men’s black combat boots 
valued at $85,229. 

The Hood Rubber Company divi- 
sion of the B. F. Goodrich Company, 
Watertown, Mass., 77,200 pairs of 
cold-weather boots valued at $775,- 
016. 

The Belleville Shoe Manufactur- 
ing Company, Belleville, Ill., 25,000 
pairs of rubber sole and heel high 
bluchers valued at $127,756; B. B. 
Walker Company, Aseboro, N. C., 


for 25,000 pairs of the same valued 
at $129,000. 

J. F. McElwain Company, divi- 
sion of the Melville Shoe Corpora- 
tion, Nashua, N. H., 54,604 pairs of 
men’s high blucher service shoes 
valued at $277,934. P. W. Minor & 
Son, Incorporated, Batavia, New 
York, 3,280 pairs of women’s dress 
oxfords valued at $26,732. 

Georgia Shoe Manufacturing 
Company, Incorporated, Flowery 
Branch, Ga., 100,000 pairs of. russet 
combat boots valued at $616,000. 
Adams Brothers Incorporated, 
Pittsfield, N. H., 4,459 pairs of 
women’s russet combat boots valued 
at $36,579. 





NSMA Issues Shoe Store Sales and Inventory Tables 


NEW YORK—The tables below, 


showing comparison sales of ‘shoe 


stores for both total number and for Group II—stores having 11 or more 
units—are released by the National Shoe Manufacturers Association, 
Inc., and are based on a recent Department of Commerce publication: 
The association points out that though the figures are applicable. for 
1956, they may still be used to check production potential for various 


territories. 


Northeast, in the table, is the region including New England and the 
Middle Atlantic states. The North Central region includes the East-North 
Central and the West-North Central divisions. South is meant to apply 
the South Atlantic, East-South Central and West-South Central divisions: 
while West includes the Mountain section and the Pacific Coast. 

Table I sets forth dollar sales of shoe stores and the percentage change 
from 1955 by regions. Table II sets forth merchandise inventories in mil- 
lions of dollars for shoe stores and the percentage change from December 
31, 1955, to December 31, 1956. Table III shows sales-inventory ratios 
for shoe stores. The latter figures are not separated as between regions 


or divisions by Bureau of Census. 


TABLE I—SHOE STORE SALES—BY REGIONS 
(Millions of Dollars) 


All Shoe Stores 
% change '56/55 
— 1 


+ 5 


Am't 
732 
578 
470 
288 

2,068 


Census Region 
Northeast 
North Central 
South 

West 

U. S. TOTAL 


+ 3 


Group I! Shoe Stores 
Am't % change ‘56/55 
256 +8 
222 + 7 
184 +10 
122 +11 
784 +8 


n.a, 
f.a. 


TABLE II—SHOE STORE INVENTORIES—DEC. 31, 1956 
(Millions of Dollars) 


Retail stores of organizations operating 


4 or more stores 
11 or more stores 

Warehouses of organizations operating 
11 or more stores 

All Shoe Stores 


% change 12/31/56 
over 12/31/55 


+10 
+12 


+7 


Amount 


166.9 
125.3 


25.2 
510.0 


TABLE t1I—SALES-INVENTORY RATIOS, 1956 


Kind of Business 
Apparel Group 
Men's, boys’ clothing, 
furnishings stores 
Women's ready-to-wear stores 
Family clothing stores 
SHOE STORES 


Total 
4.7 


Group Ii Stores 
6.8 


4.4 
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The NEW Aveewee for MEN 


by Sebago-Moc 


WITH EXCLUSIVE PATENTED WELT CONSTRUCTION* 


Slender! Smart! Snappy! 


Fashioned along sleek Continental lines, this hand-lasted ‘‘masculine’’ moc 
reflects the daring uncluttered simplicity of today’s finest high-fashion foot- 
wear. Light-stepping, buoyant, it neatly snugs the heel while it frees and 
flexes the forepart. Only Sebago’s superb craftsmanship and exclusive 
Patented Welt Construction offers you fit and flexibility like this! In mellow- 
rich, supple leathers . . . with smart high-riding, hand-sewn vamps .. . here's 
a Moc Value unmatched anywhere, at any price! 


Put the Sebago ROAMER in your line . . . TODAY . . . and watch your 
sales sprout! 


4 STYLES IN-STOCK 


*U. S. Pat. $2,420,466 


@ Top-quality leather welting 
for extreme flexibility 


Soft Kemblo filler 
for added comfort 


Arch-supporting 
steel shank 


Hand-rolled collar 


#4770 — Black pebble grain 
#4700 — Brown pebble grain 


$7.70 


Sizes — AA to D 


#7770 — Black smooth 
pee Renae America’s fastest growing line of moccasins 


$7.10 SEBAGO-MOC COMPANY 


sass AA to ® WESTBROOK, MAINE 


New York Office: 534 Marbridge Building 
Made in Canada by Canada West Shoe Manufacturing Company, Winnipeg, Manitoba 


(oa 


Made in MAINE by 
Slalled Craftsmen 


Terms: prices less 5% — 30 days 
od 





So casually yours... 


NACE 


the Continental leather 
sensation by BREZNER 


This design is available to shoe 
manufacturers. Write for your 
free sketch TODAY ! 


So soft, so luxuriously textured, so right for men’s, women's and children's 
high-quality casuals. NAPOLI . . . the suede-like, shadow-tone leather that 
captures old world charm in the new Continental sweep . . . caresses the touch, 
molds beautifully to every contour of the foot. Gentle — but durable, 

too .. . NAPOLI keeps the profits pouring in! 


Send for swatches . . . TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 


‘Fashion Right" Leathers from our Tannery, Penacook, New Hampshire 
ST. LOUIS, MO CINCINNATI, OHIO NEW YORK MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co John A. Spille Co Homer Bear Jack G. Mendelsohn Leibman & Cumming 
PHILADELPHIA, PA MILWAUKEE, WIS ROCHESTER, N.Y LOS ANGELES, CALIF San Francisco, Calif 
Schoenberg Leather Co Harold |. Stewart Graham Bros. Sales Russ White Co 
MONTREAL, QUE., CANADA Handbag Representatives NEW YORK, N.Y 
Stockton & Sedgwick Chilewich Sons & Co 
Representatives in All the World's Leading Leather Markets 





SO soft...so flexible...so comfortable 





(Armstrong 


Pits FReCoORK 
The cushioned insole materia/ 


Unusual flexibility is a hallmark of today’s best selling women's shoes. And more and more 
they're being made with a magic new two-in-one material — Fibercork*— an insole and a cushion, 
both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light. how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7701 Delaware Avenue, Lancaster, Pennsylvania. 





FIVE STAR 


again comes across 
with a winning line... 


See us at the EMPIRE STATE SHOE SHOW — SYRACUSE, N. Y. — Jan. 19, 20, 21 


FIVE STAR FOOTWEAR CO., 43-01 22nd St., Long Island City 1, N.Y. ¢ STillwell 4-1975 
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lasting good looks for fine shoes 


No wonder men prefer shoes of Gallun Mandarin Calf. Soft, smooth, and supple, 
it hugs the foot firmly as a welcome handshake — and follows its every action. 

It’s rugged, too — for all its good looks — and firmly retains its shape. Men 

of all ages buy this chrome-tanned leather — and smart retailers offer it to them. 


A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


ree BOO: FReARs, A BEST THUes 7:20 NAME (Cu TANNINS 








MANDARIN CALF 
preferred 
in finer shoes 


RUPP POPE e eee eee eee eee eee 


GALLUN 


LEATHERS 


i) 


STAMOARDS OF ERCTLL ENCE 


STORER EEE EEE EEE 














good wear 





The above Rialto model of Bates Shoes shows its Italian influence with its distinctive thin pointed toe. 
It’s crafted in smooth polished Fina by Lawrence. 


Lawrence Fina is so flexible and so smooth 


Lawrence Fina is tanned first for its smooth, 
that it looks and feels like higher priced leathers. 


polished texture . . . tanned second for long wear. 
Light in weight, Lawrence Fina permits fine de- Make it your business to feature Lawrence Fina 
tailing that is characteristic of expertly crafted and you’ll make more business. A. C. Lawrence 
shoes. Ideal for today’s slimmer men’s shoe fash- Leather Co., a division of Swift & Company 
ions as the distinctive Bates Shoe illustrates. (Inc.), Peabody, Mass. 


rOnC?_ ma, ... the better part of better shoes 
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Is This the Year 
for Minimum Wage? 


Business Pick-up 
Sooner than Expected 


‘\SIPrircin Newsreel 










by George H. Baker 


This could be the year that Congress brings all retailing wage costs 
under federal law. If so, you can expect your costs to increase in two 
ways: 

1. All retailers will have to pay not less than the national minimum 
hourly wage, now set at $1. (Unions want this raised to $1.25.) 

2. All retailers will have to start keeping detailed books and records 
on their employes’ wages and hours. (This means the hiring of extra 
clerks to keep the records, extra files and equipment, extra storage space 
for keeping the records on hand so that government inspectors can look 
them over at any time.) 

Unions have been urging the Congress for years to cancel retailing’s 
existing exemption from the federal wage law. And there is substantial 
evidence here that they may succeed in doing so in 1958 unless individual 
retailers and merchants protest strongly—and in considerable volume— 
to their congressmen. 

Secretary of Labor Mitchell is in substantial agreement with the unions 
in the question of bringing all retailers under federal law. He is not now 
prepared to go as far as the unions are, but this is only a difference of 
opinion as to the form of the new wage proposal, not the substance of 
it. Mitchell would exempt smaller stores. But it is obvious that if the 
larger stores only are first brought under the federal law, it will then 
be only a matter of a short time before the same wage standards are 
determined (either by court action or amendment to the basic law) to be 
applicable to all stores, regardless of size. 

In addition to the matter of law, there is the matter of local wage 
customs in each community. When good help is hard to find, it is clear 
that smaller stores will have to match the wages paid by the larger stores 
in order to attract competent employes. The pattern set by the larger 
stores in each community will inevitably affect every smaller store within 
a short time. 

The National Retail Dry Goods Association warns that every member 
of the Congress should be written or visited by merchants immediately 
if this threat of new federal control is to be avoided. Even if you wrote 
last year, NRDGA is telling merchants, do it again. Any failure of retail- 
ing to tell its wage problems to Congress this year will be taken as a 
sign that retailers are perfectly willing to pay the higher wages and to 
take on the extra bookkeeping involved when the long arm of federal 
regulation reaches into new areas. 


Recovery in business activity is likely to occur sooner than some fore- 
casts would have you believe. 

Overall, business this year ought to finish at or very close to the 1957 
totals. But there'll be some slow weeks this winter and in early spring. 
A pick-up probably will become apparent during the second quarter, 
government experts believe. 

The coming rise in government spending for defense is part of the 
reason for the coming rise in total U. S. economic activity. And high- 
level outlays by consumers (personal savings are high; sooner or later 
they'll start spending it) are another. The huge federal highway program 
and other costly public-works projects will add zip to the total spending 
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Labor to Push for 
Wage Inereases 


Priee Controls 
Not Likely New 


Mergers Cause Coneern 





picture, Investment for new plant and equipment, although it will prob- 
ably run $1 billion to $2 billion below the 1957 rate of $37 billion, will 
be a powerful hypo to sales and to payrolls. 

Adding up these and other business stimulants, it’s apparent that the 
current let-down in production and in sales is likely to run its course by 
the end of the second quarter, not in the third or fourth quarters as some 
calculations show. 

What’s happening, of course, is that the U. S. economy is going through 
a “shake-out” period. In this case, it probably will be of short duration. 
But it serves as a meaningful reminder to management and to union 
leaders alike that any free economy must necessarily pause for breath 
now and then. 


Despite rising unemployment, labor unions will press hard for wage 
increases in 1958. Union bosses admit that the sag in production has 
taken some steam out of the drive for bigger paychecks. But they’re 
under pressure from the rank-and-file to push for higher pay, more 
benefits, and shorter hours. Walter Reuther (AFL-CIO United Auto 
Workers) is demanding (but not very hard) a four-day work-week. But 
this is probably a Reuther device to get in a favorable trading position 
when the time comes to talk hourly wage rates with the three big auto 
producers. 


Federal controls over prices, rents and wages are not now in sight. But 
there are many high officials within the Eisenhower Administration and 
many influential congressmen in both political parties who believe these 
controls should be written into law without delay. Secretary of State 
Dulles, for example, says he’ll campaign actively for price controls if the 
federal budget shows signs of getting out of balance. And Senator Cape- 
hart, R., Ind., ranking minority member on the control-writing Senate 
Banking Committee, would have the Congress write a sweeping price- 
control program into law for the duration of the “emergency”—however 
long that may be. Chances are, however, that a majority of Congress 
won’t “buy” the price-control idea unless runaway inflation looms in 
sight. 


The sharp rise in the number of mergers is causing grave concern here. 
Congressmen in both parties fear it means a lack of basic good health in 
many industries. There’s renewed talk of enacting a federal antimerget 
law, which would flatly prohibit mergers at all levels of industry and 
trade except those authorized by a federal commission or board. But 
some congressmen fear that this “cure” would kill the patient. Many 
mergers, it is pointed out, have the effect of keeping open plants that 
would otherwise be forced to close their doors. This will be a hot issue 
this year. But whether or not a federal ban on mergers actually becomes 
law depends largely on whether the number of mergers continues to rise 
or level off. 

[TURN TO PAGE 68, PLEASE] 





Coming your way soon. 


The impressive new ’58 line of 





Red Ball 
Weatherproofs 


YOUR BALL-BAND SALESMAN IS MAKING 
TRACKS TO YOUR STORE. WAIT FOR HIS CALL! 


Just out! The finest line of protective foot- 
wear on the market. Something for every- 
body—from our famous heavy-duty 
Arctics to smartly-styled lightweight 
gaiters. And we’ll be reaching your 
customers often with hard-working 
advertisements in national fashion 
magazines, sporting magazines, 
farm journals and hometown 
newspapers. 

Wait for that all-important 
visit from your Ball-Band sales- 
man. Let him show you how to 
make more profit with Red 
Ball Weatherproofs for ’58. 


Red 
Ball 


® 


Red Ball Footwear 


By Ball-Band, Mishawaka, Ind. Look for the Red Ball. 
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G. ALLAN MacNAMARA 


Portrait by Fabian Bachrach 


“IT’S AGAIN FASHIONABLE TO BE THRIFTY— 


and 69% of our Soo Line employees are 
saving regularly through the Payroll Savings Plan” 


“It’s again fashionable to be thrifty, and it is reassuring 
to note that 69% of our employees on the Soo Line are 
making regular purchases of U. S. Savings Bonds. Infla- 
tion is a complex thing, but here is a simple, direct step 
every one of us can take to help control the rising price 
spiral. Our recent company-wide campaign has proved 
that.employees want to and will practice thrift by buy- 
ing U. S. Savings Bonds.” 

G. ALLAN MacNAMARA, President, 


Soo Line Railroad 


Individual savings are the bedrock of a sound economy. 


Today there are more Payroll savers than ever before 
in peacetime. If employee participation in your Payroll 
Savings Plan is less than 50%... or if your employees do 
not now have the opportunity to build for their future 
through the systematic purchase of U. S. Savings Bonds, 
your State Director will welcome an opportunity to 
help. His experience is yours, in setting up a Payroll 
Savings Plan or in building up enrollment in one already 
existing. Look up your State Director in the phone book. 
Or write: Savings Bonds Division, U.S. Treasury Dept., 
Washington, D. C. 
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immediate delivery 


on top selling styles for 


young men and boys 


Yorktown not only offers complete coverage of the men’s and ONES 
styles most in demand, but also complete size coverage of these 
styles... boys’ sizes 2'/2 to 7, right up through men’s sizes 6 to 1 2. 
And all this concentrated in the tremendous middle market where 
most retail sales are made: $9.95 to $14.95 men’s — and $8.95 
— $9.95 boys’. Moreover, Yorktown has these styles in-stock when 
you want them — ready for prompt in-stock shipment. 


f Advertised in 
one o 
134 styles Li FE and 


| 
—_ \ ESQUIRE 


one e 7 one of 
24 styles : 5 e 
for boys . Ww am 


BUCKS FOR YOUNG MEN SHU-LOK FOR YOUNG MEN 


STYLE 2004 Dirty Buck Ruffee Suede. Red Rubber Sole. STYLE 7973 Black Smooth Leather. Genuine Talon Shu-Lok: 
STYLE 4203 Grey Buck Ruffee Suede. Black Cushion Crepe Sole Nuclear Sole. Rubber Heel. 
STYLE 2017 Genuine White Buck. Red Rubber Sole. STYLE 7976 Dirty Buck Ruffee Suede. Genuine Talon Shu-Lok. 


STYLE 2067 White Nubuck. Red Rubber Sole. Red Rubber Sole. 


SHU-LOK FOR BOYS 


BUCKS FOR BOYS 
STYLE 504 Dirty Buck Ruffee Suede. Red Rubber Sole. STYLE 573 Black Smooth Leather. Genuine Talon Shu-Lok. 
Nuclear Sole. Rubber Heel. 


STYLE 509 Grey Buck Sulfes Suede. Bock Costion Crepe Sele. = syria c7g puny Suck yliee Sends. Gemine Token Shetek, 
STYLE 367 White Nubuck. Red Rubber Sole. Nuclear Sole. Rubber Heel. 


Write now for catalog or for salesman to call 
GARDINER SHOE CO., INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bldg., 47 W. 34th Street 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles Street, Los Angeles 
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leads the way to 


WITH GOOD WINTHROP STYLING IN KANGAROO 





Refreshing extras in a man’s shoe wardrobe . . . these trim new 
Kangaroos he can wear anywhere and everywhere. A self-selling 


combination of Winthrop styling with Kangaroo’s supple light- 
ness and superior strength. Watch Winthrop Kangaroos—they’re 


going places! 


KANGAROO tanners 


WILLIAM AMER CO. + SURPASS LEATHER CO. + ZIEGEL, EISMAN & CO. 
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WITH NATIONAL ADVERTISING 


This is the first of a series of advertisements for 
Winthrop Kangaroos. It appears in Esquire for June 
and in Ebony for March. 





Other advertisements in this campaign will appear in 


Zaquixe 
LOOK - LIFE - EBONY 


reaching a combined readership of 61,526,326 men, 
each a number one prospect for an extra pair of extra 
agreeable shoes. 
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Everything a sportsman wants in a boot: 


waterproof construction, extra durability, 
plus the protection of SYLFLEX leather. 


SYLFLEX*- processed leather keeps out water yet lets in air, SYLFLEX-processed leather, 
keeps feet dry and comfortable. SYLFLEX prevents water from | tested and certified to meet 
washing away the oils in leather; so leather with Dow Corning performance 
SYLFLEX stays soft and flexible, won’t stiffen, crack, \' standards, is available to 
shrink or discolor. manufacturers and from 
Add sealed seam construction and waterproof soles—and you’ve these licensed tanners: 

got a watertight combination. Boots of this type are already Armour Leather Company 

accounting for steady volume at around $25 in many of Eagle-Ottawa Leather Company 
the country’s leading stores. If you sell men who work outdoors, A. C. Lawrence Company 

hunt, fish, you’ve got customers waiting right now for Northwestern Leather Company 
waterproof boots with SYLFLEX. 
Write Dow Corning Corporation for information. DOW CORNING 
Dow Corning Corporation, Midland, Michigan. 
Canada: Dow Corning Silicones Ltd., Toronto. *T. M. Dow Corning 


Corporation 
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Shoe Show and Convention, Empire 
State Footwear Association, Inc., 
Hotel Onondaga, Syracuse, N. Y. 

Jan. 

Market Week and Open House, New 
York Shoe Wholesalers Association, 
Duane, Reade, and Church Streets 
and West Broadway ..........Jan. 19-22 

Fifth Semi-Annual Shoe Caravan, Belle- 
vue Hotel, San Francisco . 19-22 

Spring and Summer Showing, Mid-At- 
lantic Shoe Show, Benjamin Franklin 
Hotel, Philadelphia ...........Feb. 

Summer Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel Penn- 
Sheraton, Pittsburgh ..... Feb. 

Shoe Show, Midwest Shoe Travelers’ 
Association, Morrison Hotel, Chicago 

Feb. 9-12 

Tenth Factory Management Conference, 
National Shoe Manufacturers Associa- 
tion, Netherland Plaza Hotel, Cincin- 
WORE hee ews cea ee 

Allied Shoe Products and Style Exhibit, 
Fall and Winter, Sheraton-McAlpin 
Hotel, New York City .. ..Feb. 22-25 

Leather Show, Tanners' Council of Amer- 
ica. Waldorf-Astoria Hotel, New 
TNs i ein eaic oes .. Feb. 22-25 

.. Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Wolverine Hotel, 
PE AR am 

Advance Fall Shoe Market Week, New 
England Shoe and Leather Associa- 
tion, Hotels Statler and Touraine, 
Boston March 30-April 3 

St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Hotels 
Statler, Lenox, Sheraton-Jefferson and 
Park Plaza, St. Louis . April 27-30 

Shoe Show, The Indiana Shoe Travelers’ 
Association, Hotel Severin, Indian- 
WE. h citeidwah (ono earaneueee ube 

Michigan Annual Shoe Fair, Michigan 
Shoe Travelers Club and Michiaan 
Shoe Retailers Association, Wolverine 
Hotel, Detroit ..............May 

Fall Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel Penn 
Sheraton, Pittsburgh ..........May 18-20 

Shoe Market, Midwest Shoe Travelers’ 
Association, Hotel Morrison, Chicago 


May 25-78 
LL 


19-21 


2-4 


9-11 


15-18 


18-20 





Spray Shine Introduced 

ST. LOUIS—Household Spray 
Shine, a new instant spray to shine 
leather and plastics, is being intro- 
duced nationally by the Farr Cor- 
poration, 6273 Delmar Boulevard, 
here. 

The new product is a combination 
of silicone and wax that is said to 
give a gleaming shine to leather in 
eight seconds. 

It shines all leather shoes, except- 
ing suede and white finishes, im- 
parting a gloss similar to that seen 
on shoes in store windows. The 
company says a special plasticising 
ingredient helps shines last at least 
two weeks. It is packaged in an 
Aerosol can. 
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ARAD 


Laconians’ friendly spoof at shoemen, 


as featured in Laconians’ monthly publication: ‘‘Shoescaster’’* 


Dealer No. 4: 


The Guessing Goat. Tried to head off the salesman who came in with 


samples of next season’s hottest styles . . 


. said he didn’t care what 


they’d all be wearing. Now even the kids are kicking about his shoes, so 
he’s trailing far behind the herd, wondering how it collared so much of 


his business. 


Moral: 


Butting into the market with the same old patterns only gets you the cus- 
tomer’s goat. ’Stead, why not get the latest-looking lasts, the smartest- 
selling styles — with Laconians? From toddler to teener, Laconians selection 
takes in more kinds o’ kids than a schoolyard fence — infants, childrens, 
misses, little gents, youths and debs. They all take to Laconians far-ahead 
features — such as tapered toes, Shu-Loks, swivel straps and more. Their 
Moms all like Laconians value too — proven equal or superior to 4 other 
nationally advertised brands selling for $2 and $3 more per pair! Mean- 
while, back at your store, couldn’t we be showing you how to shepherd in 
those full-grown Laconians profits? 


LACONIAN SHOES CORP., 
LACONIA, N. H. 


dress, s 


chool and sport, cements and welts 


from tots-to-teens. In-stock, nationally advertised. 


$4.50-$7.95 (some slightly higher). 


*Fill out coupon, and receive 
this entertaining, informative booklet 
every month without obligation! 


r 
1 SEND LACONIAN SHOESCASTER EVERY MONTH TO: 


Store Name: 


Address: 


City: 











Buyer's Name: 
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There’s not much Future 


for Toothy Harry, the Target Holder! 


Nor thoughtless shoe buyers either. 
V Swell copy — is still an imitation. 


V Special concessions — are still an excuse for a product lacking in salability. 
V’ Excessive user of stock shoes — has little personality in his store. 


There is nothing wrong with (copies, gconcessions and V stock shoes just so long 
as they are minor parts of Retailers’ operation and 
RETAILERS OWN PERSONALITY the major part. 


The first shots may even miss Harry, even Russian Roulette players survive a while, 
but with others making the decisions instead of the retailer via copies, V concessions 
and ¢“stock shoes (all pre-selected bait) the end result is also PRE-established. 


BOIF OO ROSIP 


Wiser buyers do not stick to stock materials in a shoe like Beret which was stocked in Black Calf, 
Grey Ostrich, Natural Florida Weave, Natural Ostrich, Red Calf, and Turftan Hornback. 

During the last season they also bought it on a make-up basis in Saddle Calf, Brown Calf. 

Blue Calf, White Calf, Benedictine Calf, Jersey Brown Hornback 
and Black Patent. So they bought stock shoes, and 






included their own personality too. It's just that easy. 


-* 
-* 
~~ 


sae 


HEYDAYS SHOES INC. ° 2032 LOCUST STREET ° ST. LOUIS 3, MISSOURI 
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Secretary of Commerce, SINCLAIR 
WEEKS, in an address given at a re- 
cent convention in Washington, said: 
“I have been asked to comment on 
the business situation and the out- 
look... . Our economy is leveling off 

. at a very high level . . . and ’58 
may be a breather with changes from 
57 fractional only. 





“The important fact to note is that, 
although over-all business has been 
leveling off, this sideways movement 
is in fact on a record high plateau. 
The facts clearly reveal that there are 
many plus factors in the economy. 
Among these factors of considerable 
strength are: (1) Inflationary pres- 
sures have already eased somewhat. 
(2) Needed civic construction, such 
as highways, schools and hospitals, is 
(3) Residential housing is 
firming up. (4) Auto production of 
new models is getting well under way. 
(5) Income and consumer expendi- 


slrong. 


tures continue very high.” 


* * * 


A decline in U. S. business investment, 
at least partly offset by expansion in 
other sectors, was forecast for 1958 by 
thirteen distinguished economists par- 
ticipating in the National Industrial 
Conference Board’s latest session of 
the Economic Forum. 

The business investment sector was 
designated the major problem area of 
1958. Forum members expect a sig- 
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nificant decline in business expendi- 
tures for plant and equipment, and 
some decline in inventory investment 
in the first half of the year. Moderate 
gains in dollar volume were antici- 
pated for consumer spending and pur- 
chases by government. 

IRA T. ELLIS, economist for E. /. 
du Pont de Nemours and Company, 
whose special reference was “Soft 
Goods and Retail Trade,” said: ““There 
will be some increase in personal 
spending for soft goods and services 
in 1958, and a further small increase 
in total retail sales. Consumer prices 
next year will be about 1 per cent 
above the 1957 average. 
suming that general business activity 
will not be declining sharply in the 
second half of 1958.” 


% % * 


I am as- 


“But when is he going to walk?” 
That is a question that invariably 
worries The Dr. 
Shoe Company has prepared a book- 
let that answers that query and also 


parents, Posner 


gives some very useful advice on the 
care of children’s feet, from the time 
they take their first step. They say: 
“Walking is the first important self- 
reliant activity that a child develops. 
Long before he can talk or feed him- 
self, he learns to walk. For that rea- 
son, most parents watch and wait 
with great anxiety for the day that 
junior takes his first unaided step. 
“There are four basic stages in the 
walking process. They are: Creep- 
ing, Standing, Walking with Aid, and 
Walking without Aid. At each stage, 
it is important that the child wear the 
correct shoe. We have noted that for 
standing and creeping, the proper shoe 
is a pre-walker or first stepper. Once 
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he begins to walk, he needs a shoe of 

sturdier construction, which aids the 

the 

weight and strain that is now being 
+, 99 

put on it. 


foot in supporting additional 


“The salesman of today who knows 
his product, understands people and 
can talk intelligently about the new 
styles—is an asset to his company,” 
says L. H. BILLET, sales manager of 
Edwin Clapp & Sons. “Let’s elevate 
the position of the retail salesmen,” 
says he, “first by patiently training 
them for their job and second, by 
making certain that they are paid 
‘as much as the traffic will bear’ to 
attract and keep them in the shoe 
business.” 
* ao * 

What sets the price of a pair of shoes 
Shoe 
Canada Limited (Toronto) 
that the manufacturer’s cost and the 
retailer’s cost of doing business de- 


at retail? Corporation of 


indicates 


termine it in part. But, also, accord- 
ing to men and women who have 
grown up in the shoe business, it is 
just plain tradition. For some reason. 
retail shoe stores in Canada are still 
following the old marketing practice 
of pricing their wares at just under 
the even dollar. 

Shoe Corporation says: “It has been 
$4.95, $7.95, $14.95 and so on. Only 
when the price gets beyond twenty 
dollars or higher are the ‘95’s’ some- 
times abandoned and shoes advertised 
in even dollars. Thus, when a manu- 
facturer has been forced by increased 
labor or material costs to seek more 
for his shoes, he has either had to 
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‘jump’ a full price category, to squeeze 
down the retail markup by a few cents 
a pair, or else try to ‘take something 
out of the shoe.’ 

“One group of Canadian indepen- 
dent shoe men, the Oshawa (Ontario) 
Shoe Guild made an analysis of just 
what it might mean to their profits if, 
instead of pricing shoes at the 95¢ 
level, they went up to 98¢. The sur- 
prising result was an average clear 
extra $750 per store per year.” 

HAROLD DAWSON, general sales 
manager of Hewetson Shoes Ltd. rea- 
sons: “If a shoe retailer can safely go 
up that extra three cents, why not one 
The important thing is 
to keep under the ‘next dollar up.’ 
But if $5.98 is acceptable to the buyer, 
why not $5.99? You save handling 
time on the pennies in the cash regis- 
ter and you add to your net. Those 
extra four cents per pair between 95¢ 
and 99¢ levels loom much more im- 
portant, too, when you express them 
in terms of $40 more profit for each 
1,000 pair sold.” 


* * * 


cent more? 


“If regional shoe shows were con- 
ducted like a super-market and mer- 
chants made to feel welcome in all 
sales rooms whether they came to buy 
or not, they would be more success- 
ful,” says MORRIS H. CARTLIDGE 
of Henrietta, Texas. He continues: 
“The successful shows today are those 
operated on the basis of ‘something 
to come to see.’ 

“Give the retailer a chance to 
browse around . . . to see many lines 
in many rooms, so that he can get 
better merchandising ideas. When he 
sees the merchandise that is displayed 
and gets an idea what the trends are 
and possibly will be, then he will have 
more confidence that he’s buying the 
line that is best for his customers. 


* + * 


“The year 1958 should be a good year 
as the economy is generally evaluated, 
says HENRY H. HEIMANN, execu- 
tive vice-president of the National As- 
sociation of Credit Men, “but in many 
lines these are times when manage- 
ment should be temporarily content 
to hold the ground already gained. 
The incautious and careless may head 
into serious readjustments.” 
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Proftile.... 


by ESTELLE G. ANDERSON 








66 HENEVER I wanted an idea on what to do to sell more shoes, 
I tried to get the consumer’s point of view. 

“Where there are women, you can sell quality merchandise, 
if you are a specialist and carry the most complete line of shoes. Almost 
every woman is a prospect for a fine pair of shoes. 

“What is fashion to the consumer? It is quality first and that certain 
something that makes her foot look pretty, through simplicity of line. 

“Hold frequent sales meetings and clinics to inform buyers and their 
sales people about your company’s line and aims. 

“Have weekly size-ups, leading to a 12-month buying plan. A fashion 
store should not go without buying something new every week and every 
month. 

“Know the retailers’ problems and work with them to give them a com- 
plete and comprehensive line.” 

These are not theories but practical, sound precepts and ideas promulgated 
by Irving E. Grossmann and effectively put to use during his 43 years in 
shoes. Within that period he made his imprint on the industry and he can 
point with pride to the many young men and women who were trained in 
his divisions and who are in key positions in the industry today. 

His shoe career started during his high school days, as a result of his 
association with the Davidowitz family. They owned the original Diamond 
Shoe Company on Duane Street and a factory in Brockton, where they made 
men’s and children’s shoes. He didn’t even graduate from high school. 
Instead, he went to work full time for them. They sensed his penchant for 
promotional work and let him develop a mail order business for their in- 
stock department. Night after night, he pored over the financial rating book 
at home, selecting shoe and department stores. Then he would follow up 
with regular promotional pieces. 

He served eighteen months in the army during World War I and when he 
returned, he took a selling job at the Diamond Shoe Company. His territory 
included all the little family shoe stores on the East Side of New York from 
36th Street to 129th Street and on First, Second and Third Avenues. 

Even in those days he believed in getting close to the dealers. He worked 

[TURN TO PAGE 74, PLEASE | 


Boot and Shoe Recorder 











a 


Perennial as spring itself is the lightweight classic 
plain-toe blucher casual with bouncy wraparound 


leather and features the popular raglan look which 
is accentuated by a lower curved topline and cir- 


Sega 





cular cut-out on quarter. One of the better op- 


portunities for “grading” up lies in the casual 
category. The emphasis on outdoor living will % 
boost popularity and aid sales of this attractive 


style in the next spring and summer. 


For further information, write BOOT AND SHOE RECORDER. 














Construction vamp opening lightens this closed pump. Pat- 
ent leather tip combines smartly with black calf. Pappagallo. 
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Mesh and low sides make light looking spring-into-sum- 
mer pump, with contrasting leathers in toe. d’ Antonio. 


This 
Is The Way 
They Open 


ATTERNS are being opened up for 1958. That 

is no news to anyone in the shoe fashion busi- 

ness. The question is how will Mrs. and Miss 
Consumer buy them? If shoe stores were lacking in 
open patterns last summer, as they say they were, 
how should you buy for the spring and summer of 
1958? How can you avoid swinging to the other 
extreme of having too many open shoes? 

Let’s look at it this way; the way your customer 
does. Take an average woman—with an average 
sense of fashion. She should not be a very high 
style woman and not a very conservative one. Pre- 
sumably, she has become a tapered toe customer and 
likes the slim, elegant look that it gives her foot. Open 
toes never did so much to give her that feeling but— 
they were very cool and comfortable! At the present 
moment, however, closed tapered toe pumps are the 
mainstay of her wardrobe. They range from a high 
heel dress pump to a medium walking heel to, pos- 
sibly, a flat. And probably this, too, is on a tapered 
toe. 

In a couple of months she will be looking through 
her closets, planning her Easter wardrobe. If new 
shoes are needed she adds them to her list. Now put 
yourself in her place; remember those pumps in her 
closet. She still likes them; likes the way they look 
on her feet but—wouldn’t she like to see something 
new and different? She is a woman who is interested 


Below, left: tapered toe d Orsay pump on 23/8 heel, the low- 
cut sides pointing to a trend toward this new way of open- 
ing up pumps for spring. Customcraft. 


Only vamp is closed in this spring silhouette. Fiancées. 














by ELEANOR M. RUTTY 


Them Up... 


In pumps, straps and ties, with open backs or 
shanks or both; with more open toes; with 
construction openings and cutouts on vamps 
and shanks; with mesh for all-over openness. 


in style so she certainly would like to see some other 
styles in addition to closed tapered toe pumps. 

There are plenty such in the market. By the time 
she comes in to do her Easter shopping, you will have 
your spring line bought. It will certainly include 
some straps, some low-cut ties and perhaps some early 
sandals and sandalized pumps. There will be no lack 
of tapered toes, either. Many of the strap shoes will 
have closed toes, no matter how open the quarters 
may be. Typical of these is the closed toe, very open 
T-strap, number one pattern after the pump. Varia- 
tions on the T carry the front strap up high on the 
instep or down low. Or they swing the side straps 
in so that the effect is of a wishbone strap. And the 
T comes in all materials, colors and heel heights. It 
is the first style to show this Mrs. Average Consumer 
looking for her new spring shoes. Even if she de- 
cides on another closed pump, give her the chance to 
try this newer style with the fashion interest of open 
back. She will still have the tapered toe, you can 
remind her, 
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Below, right: Wide open toe on this sling pump with velvet 
and faille ornament. Valley. 


Two-eyelet sling back tie in peau de soie, rhinestone- 
trimmed, on 23/8 heel. Erica, 









































Very open T-strap combining red, white and blue. Note 
open area in closed vamp. Bally. 












“Festival,” very open strap on 23/8 heel, with series of 
slits opening up vamp. Foot Flairs. 





ed 


ee = a 


at 





“hesipeions 
ne 


ae 


oe 









see 


Delman ’*s 






Luxurious Hollywood Store 


HE new Delman Shoe Salon on Wilshire 

Boulevard, Beverly Hills, resembles one of the 

smaller sitting rooms in the Tuilleries more 
than it does a retail establishment. 

Except for a small glass case on one wall and a 
small wall rack, no shoes are on display at all. Neither 
are there any fitting stools to be seen. Instead, com- 
fortable French walnut chairs, upholstered in brocade, 
are set casually around the room, alternating with huge 
comfortable quilted sofas. Graceful marble columns 
support decorative archways, from whose tops ruffled 


silks, brocades, and taffetas drape luxuriously. An 
elaborate crystal chandelier lights the room, specially 
created and constructed for this establishment. Ankle- 
deep beige carpeting covers the floor, wall to wall. 

As might be expected, ultra high fashion is the sole 
stock in trade. Prices start at $29.95. The Delman name 
originally appeared only on custom shoes, and the 
custom styling influence is still strong in the line. To 
purchase these luxury shoes come the great and near- 
great. Hollywood studio names are so common among 
the patrons that they arouse little comment. Marlene 
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The new store on Wilshire Boule- 

vard combines luxurious appoint- 

ments, ultra high fashion and 
rapid stock turnover 


Dietrich, Audrey Hepburn, Lena Horne, Rita Hay- 
worth, are all just customers in this establishment. 

At the helm of the new shop is Don Seligman, vice 
president of the Delman Retail Stores. On hand when 
the store was opened were Rubin Adler, president of 
Delman’s, and William Blackie, vice president of the 
General Shoe Corporation. Manager of the store is 
James Cobb, assisted by Al Nolin. Designer and buyer 
is Bob Lasky. All are prominant names in the luxury 
shoe industry. 

An important phase of the new operation is the 
handbag and accessory department. It is in charge of 
Jeanine Hickson, petite and beautiful young lady who 
also served as model for the style showing held during 
opening ceremonies. Only co-ordinates are stocked in 
this department, which is deliberately kept small in 
order to concentrate the customer’s attention. Most 
of the hand bags are the product of either Waldman 
Bags or the Milch Bag Company. 

It might come as a surprise to some to find that 
this luxury store does a business that might be called 
volume in some locations. Minimum pairage in stock 
is 15 thousand and turnover is rapid. A few Italian 
imports are carried, but the majority bear the Delman 
name. 


SORA tases: 
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Built-in sofas, backed with huge Venetian plate 
glass mirrors, give cheerful brightness to room 
while still retaining formal atmosphere. 


Facing page: French walnut chairs, brocade up- 
holstery, and graceful satin hangings combine to 
set tone of quiet elegance, 


Left: Huge crystal and gold chandelier dominates 
the room, specially built for the new store. Classic 
furnishings set keynote of luxury. 


Jeanine Hickson models pair of pumps as Don 
Seligman, vice-president, looks on. Miss Hickson 
is in charge of co-ordinated handbag department. 











































An idea for a direct mail invitation—or it can be used 
as a layout for a newspaper ad on the T-strap. 
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A window display idea. An invitation to the Tea 
Party can be attached to one of the T’s. 


by JERRIE EPP 


IME to buy and promote the T-strap in a child’s 
world of fashion. 
While most juvenile shoe designers abhor the 


practice of copying adult fashions in miniature, they 
frankly admit that their revival of the T follows its 
return to favor in women’s footwear. And, they fur- 
ther admit, its success will be determined in great 
measure by its promotion as a “grown-up” style. 

In this day and age, children have minds of their 
own about what they will or won’t wear. And cur- 
rently, most little girls over the age of four have their 
hearts set on pumps. Many tears and cross-words have 
been heard in shoe departments as mothers and daugh- 
ters fought the battle of straps versus pumps. Hence. 


swivel straps came into being. 





Counter display and one that can be used in the win- 
dow if there is no tea party. 
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The success of the juvenile T-strap will be determined largely by its promo- 
tion as a grown-up style. Tie in your promotions with the women’s depart- 
ment in window and interdepartmental displays so that little girls will have 

no doubt about its being a grown-up shoe style. 







And now, happily, there is the T-strap. Mothers 
will love the T. They ean realize its fashion import 
while applauding its practical aspects. Their daugh- 
ters will still want pumps . . . but they will want T- 
straps too if they are convinced that “T’’s’ are “grown- 


up. 
If T-straps are in your stock for spring (and they 
should be if yours is a fashion operation), here are 
several ways that you can promote them: 
First, and foremost, if your operation also features 
women’s footwear, combine forces with the women’s 
[TURN TO PAGE 82, PLEASE] 
j Sparkle-Toes . . . the most 
Robin Hood . . . a child’s classic of the T-straps gains 
version of the Square Dance high fashion import when 
Shoe. In patent or kid, this put on the squared-toe last. 
style is expected to be a 
leading seller for spring. 






















Party-Goers . . . a fringed 
touch of white kid brightens 
this version of the T-strap. 








, 





Dress-Ups by Alexis . . 
small appliqués of red, white 
and blue make the T the fo- 


cal point of this white shoe. 


Invite your small customers, their mothers and even 
their dolls to a small tea party in your store. 


January 15, 1958 
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Kinney’s favors huge glass 
fronts, floor to ceiling, 
which make the entire 
store one huge showcase. 


Ladies are welcome to 

browse. When a selection 

is made, a clerk shows up 
to find color and size. 


Kinney s 


66 | ET out in the open by yourself where they 
can see you” might be the motto of the 


Kinney chain of shoe stores, perhaps the 
fastest expanding chain in the West. Although an old 
and well established firm back East, it was only in 
August of 1954 that the firm first invaded the West 
Coast. Their rate of expansion might perhaps be 
gauged from the fact that in the past eight months 
they have opened eleven new stores. 

Primary interest of Kinney’s is the highway shoe 
store, although they do have some shopping center 
units. Usually selecting a site in an undeveloped area 
alongside a through boulevard or highway, Kinneys 
admits to much interest in this type of location. 

The reasons are manifold. For one thing such 
property usually represents the lowest rental cost avail- 
able. Low land cost permits the building of a wide 
and shallow structure with much frontage. Typical is 
the Sepulveda store in San Fernando Valley, which has 
a full 150 feet of glass window display space. Park- 


“Anybody who pulls into the parking lot of a highway store and gets 
out comes there to buy. If you can fit him, you've got a customer.” 
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Highway Stores 


ing, too, presents a minimum of problem in such an 
area, since in addition to the paved area in front of 
the store there is always the space along the highway 
on both sides. 

According to Harold Sells, district sales manager of 
Kinneys with sixteen stores directly under his super- 
vision, there is an entirely different type of traffic in 
this type of establishment. The number of people that 
come through the doors in a day will be considerably 
smaller than in a downtown or shopping center loca- 
tion, but the percentage of purchasers is far higher. 
This is because in any metropolitan or shopping situa- 
tion a large percentage of people through the doors are 
“lookers” who come in to see, price and handle, but 
not necessarily to buy. “Anybody who pulls into the 
parking lot of a highway store and gets out,” says 
Sells, “came there to buy and if you can fit him, you’ve 
got a customer.” Patrons say they like the oppor- 
tunity for leisurely selection and a chance to see and 
handle the merchandise. Kinneys makes much use of 





mass display and likes to keep as full a selection of 
the stock on hand on view as is humanly possible. 
Definitely not “discount house” or “self service,” Kin- 
neys does as careful a job of shoe fitting as any class 
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salon. Floor personnel, no matter how experienced, 
undergo an extensive pre-flight check by managers 
when hired and a thorough briefing on fitting require- 
ments. The store prefers the term “self selection” 
where the customer first decides what he or she would 
like to see then asks for a size or certain color. 

The average Kinney’s highway store will carry a 
stock of around 25,000 pairs in the walls, all definitely 
in the volume price range. Average cost runs from 

[TURN TO PAGE 82, PLEASE} 


Above: In spite of self-ser- 
vice Kinney’s takes pride 
in correct fitting after cus- 
tomer has made own se- 
lection of style. 


Mass display of every item 
possible takes advantage 
of impulse buying, builds 


store’s volume. 







Clever display 
stands spotted 
around floor plug 
accessories and co- 
ordinates. 
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NEW IDEAS NEVER BEFORE ACHIEVED 
IN PLASTIC FOOTWEAR 


A line that’s sensationally new! New ideas! New styles! 
New designs! New finishes! 


Styles for every member of the family—men, women, growing girls, 
misses, boys, youths, children! 


Don't place any orders until you see the Koroseal/ salesman! 
You’// be glad you waited! 


(a 


FOOTWEAR-—fthe most famous name in vinyl plastics—MADE ONLY BY 


B.EGoodrich and Hood Rubber Company 
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Is the Problem _ 
BETTER TURNOVER? 


Epiror’s Nore: 

In his article in Boor AND SHoE Recorper, November 15, 1957, “The Problem 
is Better Turnover,” William Burston, Manager, Merchandising Division, NRDGA, 
stressed the necessity for the industry to face up to the problem of increasing turn- 
over. “The industry,” said Mr. Burston, “should somehow come up with a solution. 

This analysis and summary presents the other side of the story. Roy St. Jean 
points out that there are other factors which must be taken into consideration in any 
comparison of shoes with other departments. 

by ROY ST. JEAN 


Market and Sales Analysis 
Brown Shoe Company, St. Louis, Mo. 


R. BURSTON’S article “The DEPARTMENT STORE SALES 
Problem is Better Turn- (% CHANGE 1946 — 100) 
over” is most interesting 

and provocative. However more 
should be said about the basic trends 
in Department Store shoe operations i 
to completely clear the picture on the te Pia 
relative importance of all measuring 
standards of progress. 





130% 








Shoe manufacturers, as far as | ae?” 


know, make no claim to being ‘perfec- ALL MERCHANDISE 
tionists. They admit it because they 
have spent considerable in time and 








effort to improve their efficiency ot 
operation,.their methods of supply, and 
will continue to find ways and means 









































to improve the merchandising of 

shoes. ods improve there are many good rea- 
Even though manufacturers’ meth- sons for believing that turnover in 

shoes will never be as high as dresses, 

some of which are: 





WOMEN’S SHOES ADVANTAGE 
SHOES DRESSES OVER DRESSES 


The sizing problem of shoes— 
the numerous sizes and widths 





needed to correctly fit the cus- 
Sales 100,000 $100,000 Equal ; 7 
sia tomer. No alterations can be made 





on shoes similar to the changes 
that can be made on dresses at the 
retail level. The far more complex 


Gross Margin $ 39,000 $ 36,000 $3,000 





Controlled $ 24,900 | $ 20,600 $4,300 


Margin manufacturing cycle—the lengthy 





processing needed for leather. 
Turnover 2.1 64 The slower fashion cycle—some 

apparel lines need _ constant 
Average : 
Inventory $ 47,600 | $ 15,600 change, shoes have some basic 
models which change very little 


from year to year. 








ionerese"| ¢ 2am | ¢ 70 | 81400 





Net Controlled | ¢ 55590 | $ 19,820 $2,700 Many retailers are also improving 
Margin : . The important difference [TURN TO PAGE 72, PLEASE] 
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Japanese Zoris 


**Made in Hawaii” 


A corner of the Slipper House, which deals 
only in sandais. 


./ if ¥ 


Above, left to right, evolution of the zori ending in the em- 
bossed strap sandal without a between-the-toe thong and the 
styles at top. Left, Elmer Scott watches gold-leaf embossing, 
which is done by hand, giving sandals an individually styled 
look which is hard to duplicate in mass production footwear. 


HEN East meets West in the 


shoe industry in Hawaii, 
what do you get? 


Answer: A_ barefoot sandal with 


gold-leaf embossed straps, a_year- 
round local market of half a million 
customers, and a Mainland 
market which 


sales from one-third to one-half dur- 


resort 


shoe has increased 
ing the past year. 

And for Elmer Scott, who learned 
shoemaking from his father in Lynn, 
this means that his Honolulu sandal 
factory, which had eight employes five 
years ago, undoubtedly will go from 


its present 26 to 50 employes next 
year. He began his Hawaii factory 
in 1938 as a one-man operation in 
plantation work shoes. 

Mr. Scott, one of ten Oahu sandal 
manufacturers, estimates that the mod- 
ernized zori (Japanese slipper with a 
between-the-toes thong) will put Hono- 
lulu’s sandal business over the mil- 
lion-dollar mark next year. 

“This isn’t just a fad,” he empha- 
sized. “The slipper business is only 
a part of the entire wearing apparel 
business, and the trend is toward cas- 

[TURN TO PAGE 83, PLEASE] 











Some retailers are crazy as a fox—they think 


‘This is the Easter 
to beat last Easter 


HEN there’s little talk about increasing 

figures, you can count on some of your 
competition getting soft. They won't have 
complete size ranges when selling is at a 
peak. They won't promote as hard as the 
always-important Easter season warrants. 


What a chance for you to step in. Grab off 
business. Grow. 


Opportunity? This is it! 


Because the business potential exists. It’s as 
big as your community. And that’s bigger 
than your dreamiest dreamy-eyed figures. 
And it’s yours. If you go after it now—as 
your competition stands by and waits. 





Yours. Because parents are going to keep 
right on buying shoes for their children. 


Yours. Because you prepare yourself for 
doing this bigger business. You make no 
excuses. You don’t sit on your orders. You 
shoot them through. Early. On time. Now. 


Yours. Because with your orders in, you've 
got complete style and size ranges. You can 


fit 9 out of 10 customers. You don’t let 3 
or 4 or 5 walk out. 


Yours. Because you've got a promotion 
plan. You promote aggressively. You keep 
telling parents that your store has the new 
styles —in complete size ranges. 


* * * 

Here at Yankee Shoemakers, we're watching 
the orders come in. And we have this inter- 
esting observation to make. Quite a few of 
our Little Yankee retailers are figuring on 
a record Easter this year. If you are in com- 
petition with them, watch them and watch 
out, They are fighting to increase their top 
position—or fighting to win it. 


They have some beautiful advantages on 
their side. Wonderfully fitting shoes. A fast 
in-stock service. A resource which is all out 
to help them in every way possible. 


They are plotting their record-breaking 
Easter right now. With the merchandise. 
And the merchandising. Are you? 


THE YANKEE SHOEMAKERS—a division of Sam 
Smith Shoe Corporation, Newmarket, N. H. 


Little Yankee Shows 


fit for the child you love 
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the readers of 


e 
qd UUt America’s largest selling 


men's fashion magazine will see this - the first ad in Moc-Abouts big 1958 
national advertising program - featuring a different ad every 4 weeks in 


America's leading men's magazines! 


Tie in and make the most of it in your own local area NATIONALLY ADVERTISED 
— Moc-Abouts supplies everything you need to help VOLUME-STYLED 


you tell your customers you've got the shoes they 


saw advertised in their favorite magazine — all VOLUME-PRICED 
you've got to do is to make sure you've the shoes IN-STOCK CASUALS 


on your shelves, The ad breaks February 10 — so 


for the complete story — write, wire or call 5.95 -8.95 


MOC-ABOUTS*® B nasHua FOOTWEAR CORP. Lawrence, Mass. 
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Heavy buying 
Seen for Mid-Atlantic 


WALTER P. PALMER, president of the Mid- 
Atlantic Shoe Show Corporation, happily ex- 
amines a scroll containing the names of retailers, 
wholesalers, travelers and manufacturers who will 
attend the February 1 to 4 meeting. More than 
1200 shoemen are expected. 


N estimated 1500 shoemen will attend the 
Forty-Fourth Annual Meeting of the Mid- 
Atlantic Shoe Show, to be held February 1 

through 4 at Hotel Benjamin Franklin, Philadelphia. 


A keynote of the meeting was sounded by Walter 
P. Palmer, president of show group: “Signs point to 
heavy buying. The meeting will be the last opportunity 
for retailers to order their spring stock.” 

The 1500 or more retailers, travelers, wholesalers 
and manufacturers who attend the meeting will have 
the opportunity to see a total of 230 lines shown by 
140 exhibitors. The show, which is actually a “market 
week” for the entire shoe industry, draws buyers 
from the mid-Atlantic area: New York, New Jersey, 
Pennsylvania, Delaware, Maryland and Virginia. 

A principal factor pointing to heavy buying at the 
Mid-Atlantic Show is retailers’ slowness in placing 
orders for the spring and summer trade. “The cutback 
in defense spending—mainly in the aircraft industry 
—has meant a business lag throughout the entire 
economy,” Mr. Palmer said. “People are husbanding 
their dollars, buying carefully. This has been reflected 
in the unwillingness of retailers to commit themselves 
before they could pinpoint spring trends. 
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Retailers anticipating a business slow - down, 
have been reluctant to commit themselves to 
Mid-Atlantic Show is seen as 
“Last chance to buy.” 


spring lines. 


“There was little buying in late 1957—very little at 
the National Shoe Fair in Chicago. Buyers have got to 
make decisions now if they want something to sell. 
The Mid-Atlantic meeting will be their last opportunity. 

A feature of the meeting this year will be “Coffee 
Time,” a social event starting at 9:30 A.M. Sunday 
and Monday mornings, February 2 and 3. Held in 
the decorous surroundings of the Betsy Ross Room at 
the Benjamin Franklin Hotel, Coffee Time will promote 
a relaxed and convivial opening to activities of the 
day. A number of door prizes will also be awarded. 

Commenting on the general opportunities open to 
retailers in attending shoe shows, Mr. Palmer said: 
“Because of the changing buying habits of consumers 
—they now shop heavily on Fridays as well as Satur- 
days—the retailer is left with only four days to see 
new lines. Many times the days available are broken 
up by other obligations. It is becoming more difficult 
for a retailer to gain objective views of overall trends. 
By attending a show he is quickly brought up to date.” 

Mr. Palmer’s views were seconded by Josh H. 
Kimmelman, vice-president of the Mid-Atlantic Show 
group: “Many retailers have been cautious in their 
spring buying because of fear of a recession. Now they 
have experienced heavy consumer spending throughout 
the Christmas season and are more optimistic for the 
future. The Show gives the small merchant an op- 
portunity to see many lines under one roof.” 

“This year the wholesaler will play a more important 
part in the shoe business than ever before,” Mr. 
Kimmelman added. “Retailers will have to rely on 
wholesalers to carry what they failed to order in the 
fall and early winter. For this reason the show presents 
an unusual opportunity to wholesalers.” 

The officers of the Mid-Atlantic Shoe Show, In- 
corporated, are Mr. Palmer, president; Mr. Kimmel- 
and Anthony H. Jr.. 
secretary-treasurer. The directors of the show include 
the officers and Clarence R. Heyde. The advisory com- 
mittee is made up of David H. Kreider and Harry 
E. Snayberger for manufacturers, and Frank R. Rich, 
Murray S. Rolfe, and Milton H. Miller for retailers. 


man, vice-president; Mirra, 
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RO-SEARCH BREAKS THE BIG NEWS FOR °58 


“82” WILL SELL THE SHOE 


Now, at last, your customer can get the superior features he’s 


always wanted in a shoe but which have never before been possible 


with conventional shoe-making processes. PROCESS 82 is here! 


Conventional shoemaking methods require tacks, nails, or staples in the 
lasting process. These can work through to hurt the foot. Cushioning qualities 
must be added... at extra cost, of course! 


No tacks, nails or metal of any kind is ever used in PROCESS 82. (the metal 
you see are eyelets) Direct vulcanizing procedure gives the wearer, for the 
first time, complete safety, superior flexibility and a new world of comfort 
never possible before. 


Ordinary vulcanizing methods use tacks or other metals inthe lasting process. 


Look for this Trademark. 





This year, several manufacturers 
will offer footwear made under this 
exclusive patented process. 


Developed by Ro-Search after 12 years 
of scientific research, PROCESS 82 
makes it possible to manufacture shoes 
without using nails, tacks, wire, or any 
other metal that can work through to 
harm the foot. X-rays shown here 
prove that PROCESS 82is truly unique 
and superior. What’s more, with this 
exclusive, patented process, cushion- 
ing comfort is vulcanized right into 
the tough, long wearing sole . . . with- 
out extra cost so prices are more 
reasonable. 


The result is a completely new kind of 
footwear which you can sell with con- 
fidence because you know your custom- 
ers will be more satisfied. 


For the first time your customer will 
enjoy: 

© Greater flexibility 

¢ Stronger bond of sole to upper 

¢ Truly waterproof welt seam 


e Waterproof leathers that cannot be 
used in other types of vulcanized 
footwear 


e Utmost in comfort 


© Appearance indistinguishable from a 
Goodyear welted shoe 


PROCESS 82 is being licensed only 
to reputable manufacturers capable of 


producing a quality product at popu- 
lar prices. 





RO-SEARCH, INC. ¢« WAYNESVILLE, N. C. U. S. Patent 2,789,295 
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Optimism in Denver 
As Volume Continues High 


SHOE RETAILERS of the moun- 
tain states area ended the year with 
total sales equal to or “a little 
ahead” of 1956 (considered a very 
good year), so optimism rules as 
the merchants swing into year-end 
clearances and spring promotions. 

In fact, spring promotions were 
an important factor in the sales 
volume increase reported by many 
leading stores in the Denver metro- 
politan area for the month of 
December. In stores where Christ- 
mas gift slippers were not promoted 
or sold in volume, sales figures were 
below or equal to December the pre- 
ceding year; in larger stores, where 
spring and resort wear were also 
displayed and available, figures 
soared above those of December, 
1956. 

Patent, patent, patent. Early indi- 
cations are that patent is the spring 
story in women’s lines. A major 
shoe retailer downtown and in out- 
lying areas had most of his spring 
patents in by Dec. 1. And they sold 
in volume, the majority in pointed 
toe, slim heel pumps, but some in 
slings and T-straps. Red interest is 
gaining. One large store found red 
selling in a three-tone range, but 
pure red is the leader. Evening slip- 
per business forged ahead through- 
out December, with vinyl] in slings 
and halters representing the bulk 
of the sales. Gold, silver and satin 
sold only moderately. 

In men’s shoe lines, business is 
up. There is a trend toward brown 
and lighter tones away from black, 
which has been the leader for so 
long, several retailers said. An out- 
standing shop said that its best- 
seller to date has been a three- 
eyelet stitch-and-turn shoe in a 
“true brown” crushed grain calf, 
selling at $20.95. Stitch-and-turns, 
mainly in black, have been selling 
in volume in another store up to the 
$27 price class. A traditional wing- 
tip with fine foxing and close sole 
extension and in five-eyelets has 
been a volume seller in another 
store at $18.95. Here, dark brown is 
leading in color. 

Teen-agers are buying the heav- 
ier, plain type shoes, some in 
brushed leather, many in smooth 
calfskin, many with white stitching 
and double-deck welting. Desert 
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boots in black as well as in sand 
color have been selling in volume. 
There was an upsurge of western 
boot sales, mainly as Christmas 
gifts, especially for the younger set. 
Otherwise, children’s business was 
good with staples leading the pa- 
rade. 

Downtown shoe retail business 
held up suprisingly well in view of 
the many suburban shopping cen- 
ters encircling the city. The “down- 
town shoe business will never fall 
apart,” said one buyer, whose com- 
pany also has suburban stores. 
“Customers want to return to the 
store with established fitting habits. 
They come back downtown to buy 
with confidence from specialized 
fitters, whom you cannot find in the 
suburban stores.” 

Another shoe retailer stated that 
December gains made up for the 
slump felt in earlier fall months 
and attributed much of it to the 
“sensible buying” on the part of the 
consumer this year. “This year, we 
found our customers using Christ- 
mas savings more intelligently and 
buying shoes which they had de- 
layed buying in October and Novem- 
ber,” he said. 

Rubber footwear has been selling 
only slowly, due to the fact that 
there was no precipitation from mid- 
September to Dec. 31 in the Denver 
area east of the Rockies. Mild tem- 
peratures, however, throughout the 
month brought more people to the 
stores to browse and buy shoes. 





Unuebira Chin, 


needle toe 
29.95 


‘Tiehe's in Dallas with 


Eacluavely at 


Newien Eine shee wich lomed Sorento 


ciuminum \gueamiend ae te broek. 5 


ere”), Back call only, , saws tte 18 


Dynamic interest is achieved here by 

combining silhouette and three-dimen- 

sional viewings. Heel is solid aluminum. 
Tiche-Goettinger, Dallas. (5 cols.) 





} 
t= - = a a = 


state T= - 

















- 











; ‘a 
eRe 2s 





Spring and Summer Trends 
Grow in Chicago 


CHICAGO started off the 1958 
retail shoe year with sales largely 
divided between resort shoes, black 
patents, and sale merchandise. 
Clearance sales began the day after 
Christmas for most stores and shoe 
departments. Reduced merchandise 
quantities are somewhat greater 
this year than last, although 
amounts are not excessive. High 
fashion stores had large numbers 
of conventional lasts. 

Buying of current shoes has 
switched from black suede to pat- 
ent. Patent has taken hold more 
firmly than usual for this early. 
This leads to predictions of a tre- 
mendous patent season in all types 
and all price ranges, but particu- 
larly fashion shoes. There has been 
an early demand for opened-up 
shoes, indicating that the switch 
back to these types is underway. 

Resort shoes have been selling 
extremely well. Each year we report 
that this business increases, and 
this season is no exception. Pre- 
viously, sales of shoes for resort 
and cruise wear were limited to the 
top fashion and top price stores. 
They are still important in the 
$22.95 and up price range. But size- 
able sales are also made in the 
$9.98 to $14.98 price group in the 
chains, and in the middle-of-the- 
road stores. 

This business is welcomed for 
two reasons. It means additional 
current sales and also serves as a 
gauge for buying for summer types. 
The melon colors, light corals, 
greens, and yellows have done well, 
as have a wide variety of prints. 

All retailers are enthusiastic 
about the impact of the little heel 
on style shoe business at all price 
levels. It has brought a new cus- 
tomer into this bracket. The grand- 
mother and matron now buys at 
least one pair as “extras” to supple- 
ment more conservative shoes. Sep- 
[TURN TO FOLLOWING PAGE, PLEASE] 


63 








Review of ue 


Retail Trade 








arate mid-heel departments are 
planned for early opening. Most 
retailers see the mid-heels as offer- 
ing the greatest potential for extra 
sales. 


> * * 


Weather, Holiday Sales 
Boost Philadelphia Volume 


HOLIDAY volume was up to ex- 
pectations in Philadelphia. The 
spotty business of November and 
early December accelerated for the 
gift giving season. Although sales 
were not up to last year’s figures, 
shoe retailers did not suffer. Snow 
and rain brought sales up in rubber 
boots and plastic shoe coverings; in 
some stores stocks sold out. 

The buying mood for glamor 
footwear, stimulated by attractive 
window displays and newspaper 
promotions, carried volume sales in- 
to satisfactory brackets. Gift certi- 
ficates to be used after Christmas 
were widely purchased for men’s, 
women’s, and children’s shoes. 

Shoes for teenagers and sub teens 
did very well as they fell into line 
for practical gift giving. Bedroom 
slippers for gifts and personal wear 
were as good sales-makers as ever 
in all price groups. Small shoe 
departments and stores that were 
cramped for space took out seg- 
ments of seats in order to provide 
more display space for the added 
colors, patterns, and styles. 

In women’s shoes, the tapered toe 
took a better hold than in earlier 
months. The needle point toe, ex- 
cept in stores where high fashion is 
the rule, is still a slow seller. Clear- 
ance sales were started the day 
before Christmas by some eager 
retailers. All of them launched their 
shoe stocks with blast advertising 
immediately after the holiday week- 
end. 
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“It has never been more impor- 
tant to clear our stocks for new 
merchandise. Spring has to start 
early for us.” This remark by one 
retailer is representative of the 
majority. Reductions vary from 
one-third to one-half the regular 
retail selling price. Children’s sale 
shoes are the greatest customer- 
makers. They have a strong appeal 
for value-conscious family groups. 


*+* + 


St. Louis Sales Sluggish 
While Shoppers Meditate 


EVEN at clearance prices, shoes 
are selling only moderately well in 
St. Louis. Post-Christmas sales had 
every factor in their favor. Weather 
was admirable. Store advertising 
was extensive. Savings averaged 20 
per cent. More gift certificates were 
given as presents this past holiday 
than in previous years. Yet shop- 
pers eyed and tried—and postponed 
buying. Inventories continue high 
and include in some cases obsolete 
merchandise. 

Downtown, traffic in men’s de- 
partments was up considerably over 
early December, but children’s de- 
partments remained quiet even dur- 
ing the school holiday period. 
Traffic was also light in women’s 
salons. However, in one “arch” 
department, record crowds and 
sales were chalked up when ma- 
tronly walking types went on sale. 
Seats were at a premium and sales- 
men were kept hopping. 

Although the selling picture from 
St. Louis is generally not brisk, it 
is considered satisfactory. Chain 
store clearances are pulling good 
volume. 

Not including clearance pairs, 
best selling patterns for teenage 
girls are black smooth double- 
banded T-strap flats; 23/8 black 
suede closed pumps on modified 
taper; white satin low cut mid-heel 
pumps for dancing. For business 
men, leading type is black three- 
eyelet tie, moc toe, grain and smooth 
combination, flexible construction. 
Young men in late teens and early 
20’s are buying heavy grained 
brogues, straight tip, bal lacing. 

Women are choosing black patent 
closed pumps on mid-heels, short- 
pointed toe, mostly under $15; black 
patent T-straps, mid-heels, open 
backs; also black satin mulebacks, 


lightly ornamented. 

Little girls are buying bubble 
saddles with no back buckle, and 
smooth leather one-straps, plain toe, 
red and brown. Penny loafers, black 
smooth, are outselling oxford types 
for little boys. Women’s casuals in 
general are moving very slowly, 
both downtown and in suburban 
stores. Patent handbags are moving 
exceptionally well for this time of 
year. 

The story behind poor volume on 
Christmas slippers for women and 
misses may be this: partially worn 
out skimmers are doing duty as 
indoor slippers for both mother and 
daughter. Easy-on, easy-off, com- 
fortable without hosiery, the flats 
and skimmers are being demoted to 
slipper class when they are too worn 
for general wear. 

Famous-Barr devoted several 
street level display windows to 
resort wear, shoes included. Tagged 
as featuring “Marigold” and “Cit- 
rus” colors, the windows had a 
light, bright, fresh appeal after so 
many weeks of Noel red and green. 
Footwear was both casual and 
dress, with many straw flats shown, 
as well as tri-color, heeled pairs. 

Stix, Baer & Fuller promoted 
Designer Shop print dresses for 
which customers could order match- 
ing hats and shoes. Extra fabric 
was available for footwear by Evins, 
I. Miller, Andrew Geller or Made- 
moiselle. Response to the promotion 
was reported good, with women 
ordering shoes despite extra cost 
and six weeks’ delivery date on 
shoes. The store feels that prints of 
this type were bought for spring 
and resort wear, rather than for the 
holidays, since shoes could not be 
delivered by holiday week. Women 
were not interested in matching 
hats, considering them too busy. 

* * * 


San Francisco Christmas Sales 
“Very Satisfactory” 
CHRISTMAS shopping started 
slowly in San Francisco. For the 
first part of the month the sales 
were running considerably behind 
a year ago and merchants were 
feeling a little uneasy. Then the 
rush started, and while the total 
figures for the month will probably 
run a little behind figures for last 

[TURN TO PAGE 67, PLEASE] 
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Alice 


Black Nylon Veivet, 
Biack Smooth Saddle, 
Biack Neolite Crepe 
Sole, white trim. 
Goodyear welt. 
Chitds, Misses, 

Sub Teen. 


(lassmate 


best name in children’s shoes 


High chair to high school—a complete line of 
children’s shoes styled ahead of their class 
and backed by an in-stock service you can 
count on...Milwaukee quality and fit, of course. 


$4.95 to $6.95. Some higher. 


(lassmate 
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ideal Shoe Mfg. Co.. Milwaukee 12 
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[CONTINUED FROM PAGE 64] 
year, business was very satisfac- 
tory. 

Slippers, of course, were the big 
Christmas gift item, and the show- 
ings were varied enough to appeal 
to every taste and _ pocketbook. 
Prices ranged from $2.99 for mules 
with velvet and fake fur trims to 
jeweled velvets at $11.95. In between 
were open models at $3 to $5 and 
closed ones in a variety of styles at 
$4, $5, $6, $7 and $8. 

Men’s slippers were in the $8 to 
$12 bracket. And there was a fine 
selection of slippers for the smaller 
fry with special toe decoration 
(Mickey Mouse, Donald Duck, etc.) 
to appeal to the kiddies. These ran 
from $2 to $4. 

About a week before Christmas 
several leading shoe departments 
started semi-annual clearance sales 
with reductions on winter models 
of from twenty to thirty-five per 
cent. These were from regular lines 
of standard name brand shoes and 
were helpful in stimulating busi- 
ness in the women’s departments 
where sales had been lagging. 

Just before Christmas strong pro- 
motions were started on footwear 
for cocktail and dinner parties and 
New Year’s eve celebrations. Among 
these were dressy alligator’s at 
$19.95 at Byron’s, and flowered 
prints from $27.95 to $39.95 at 
Joseph Magnin’s. 


* * % 


Milwaukee December 
Off °56 Pace 


FINAL evaluations of Decem- 
ber’s retail footwear sales activity 
in Milwaukee have not yet pierced 
the haze left by the last week’s 
flurry of frenzied Christmas gift 
shopping. Early tabulations from 
numerous sources, however, indi- 
cate that retail activity during the 
last quarter of 1957 was slightly 
under last year, and that December 
fell a bit shy of expectations. 

Tame holiday spending in many 
lines was attributed to the effects 
of scattered, but widely publicized, 
reports of layoffs and shorter work- 
ing hours in industrial plants. 

Unseasonably mild winter tem- 
peratures and lack of snow in this 
sector proved a frustrating handi- 
cap. According to one operator of 
a sizable neighborhood family foot- 
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wear shop, “Our boot business was 
off about $75 a day during Decem- 
ber because of the mild weather. 
We really missed that plus vol- 
ume.” 

Brightest reports stemmed from 
downtown fashion shoe outlets 
where the charts revealed that 
heavy, aggressive holiday promo- 
tions attracted welcome traffic dur- 
ing the holiday period. 

On the positive side, ladies’ shoe 
buyers noted that patents had en- 
joyed an early awakening. The 
new, attractive footwear hues and 
fabrics also stimulated consider- 
able interest among the fashion 
salons. Dark brown leathers, high- 
lighted with filigree, held up very 
well. The pointed toes and tapered 
heels gained further acceptance in 
stores throughout the area. It is 
hard to find a dealer today who has 
not begun to add at least a few 
runs of the needle styles to his in- 
ventory. A few months back there 
were plenty of holdouts. 

Strong demand for cordovans 
characterized the sales in most 
men’s departments. On the aver- 
age, men’s buyers’ volume statistics 
were more cheerful reading than 
those issued by the ladies’ depart- 
ment heads. Most men’s shoe buy- 
ers claimed that their December 
figures were on a par with those 
of last year. 

Top demand was for men’s black 
shoes in calfskin. Stitch and turns 
in black accounted for a formidable 
share of total business. Several 
stores noted a run on sheep-lined 
slippers and Chukka boots for the 
holiday period. Generally speaking, 
it was the low silhouette, light 
weight men’s shoe that continued 
to account for the bulk of the dress 
footwear volume. Brown stormwelt, 
double sole shoes also proved popu- 
lar. Little or no resistance to re- 
cently upped prices was noted, as 
the average store reported their 
higher priced numbers moving at a 
rapid rate at this time of the year. 

Demand for patent in children’s 
footwear proved the strongest in 
some time, was the report. Some 
demand existed for reds, blues and 
black suede, but the sales honors 
were carried off by the patent num- 
bers. Packard-Rellin turned in a 
highly sucessful December promo- 
tion of stylish mother-daughter 
lookalike shoes by Capezio. 
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Tapered Toe and Narrow 
Heel Seen for Nebraska 


THE TAPERED toe in women’s 
footwear, which has caught on 
fairly well during the current win- 
ter season in Omaha, has _ been 
ordered in heavier supply for spring 
selling, it was reported by buyers 
of two women’s shoe salons. They 
added that most of the dress shoes 
ordered for spring have the narrow 
heel, and predicted increasing ac- 
ceptance of the new styles would 
tend to relegate other styles to the 
attic. 

Most of the stock now in for the 
Easter season features closed toes 
and heels. Open toes are expected 
to be in demand when warm weather 
comes. 

Black patent is again tabbed to 
be the best seller for spring, al- 
though many pastel-shaded shoes 
are slated for promotion. One 
buyer, whose department features 
high-fashion footwear, forecasted 
that red and blue patent would 
catch on with Nebraska women who 
shop high style establishments. 

A year ago the sale of pointed 
toes was spotty. Most of the sales 
were made in the high-price cate- 
gory. This winter the selling has 
spread to even the low-priced lines. 

The Omaha buyers explained that 
the newer, narrower look in foot- 
wear would be a “must” for fashion- 
conscious Nebraska women next 
spring. The reason, they said, is 
because skirts will be two to three 
inches shorter. For the first time 
in several seasons, they declared, 
shoe styles are so drastically 
changed that last year’s models, 
particularly rounded toes and heav- 
ier heels, will be as out of place as 
“last year’s hat.” 
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and wonderfully warm. Recognized for leadership in the footwear 


fabric field, Borg creates lining and trim that modern gals love. 
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Washington 
Newsreel 
[CONTINUED FROM PAGE 36] 

Now that Congress has official evi- 
dence of racketeering in union 
affairs, some overdue improvements 
will result. Here’s what to expect the 
White House to ask, and what to ex- 
pect the Congress to write into law: 

@ Secret balloting by rank-and- 
file for union officers. (This won’t 
get far, for most unions oppose it.) 

@ Tougher rules on picketing and 
secondary boycotts. (Doubtful, for 
same reason.) 

@ Public registration of union 
financial records. (Yes. All but a 
few pension and welfare funds are 
wholly paid by management, so 
unions favor this.) 

@ Creation of new federal labor 
commissioner to take charge of the 
welfare fund reports. (Yes, for same 
reason.) 

A federal right-to-work law will 
not be asked by the White House, 
nor will one be enacted by the Con- 
gress. (Privately, many officials say 
such a law is needed, but they be- 
lieve this is not the time publicly to 
espouse one.) 


Hope for tax cuts in 1958 has 
been blacked out by the sputniks. 
There now appears to be almost no 
possibility that Congress will vote 
lower rates on individual income, 
corporation income, or on excises. 
Instead, some new or higher rates 
may be put into effect, although 
such talk may be chiefly for the pur- 
pose of impressing the voters with 
the government’s need for every 
dollar of revenue it can get. Every 
department, agency, commission 
and bureau of government has its 
hand out for more money this year, 
and it looks like the existing $72 
billion in revenue is hardly enough 
to go around. 


The answer to whether or not the 
government will operate in the red 
this year is going to hinge directly 
upon whether or not the Congress 
will be willing to trim nonessential 
federal programs out of the budget. 
If Congress has the courage to end 
such costly programs as free medi- 
cal treatment of ills not connected 
with military service and payments 
to farmers for crops not grown, then 
the military services will be able to 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 











Los Angeles 


CurIsTMAsS has been over long enough for final tabu- 
lations and the over-all picture isn’t too happy. Shoe 
retailers seemed to fare much better than general mer- 
chandisers. Some big department stores even advertised 
“sales” in the last two weeks before the holiday, with cut- 
rate pricing in effect. 

Business for spring looks good. Local manufacturers 
say they are working on enough orders now to indicate 
retailers expect early volume, and with wanted sizes and 
patterns in stock, selling should be strong. 

There is much action in the teen-age market. Larger 
families, plus strong style-consciousness of these kids, 
makes them an important volume classification. They also 
go through shoes fast, as any parent can testify, and buy 
many more pairs per year than Dad and Mom put together. 

The conversation about price rises on new lines is dying 
dewn. The scare-talk about big advances has produced 
much smoke and little fire; the makers raised the tab 
about half of what they should in order to show a real 
profit and the picture shows little change. Certainly the 
percentage of increase was less than in other consumer 
goods. 

In ladies’ shoes, manufacturers say the most wanted 
style is the pump; they make up perhaps 50 per cent of 
the order. Tapered and needle toe lasts comprise almost 
all of the order. For material, black patent is far and 
away the strongest, followed far back by a basic red. 

The mid-height 15/8 heel is making the strongest show- 
ing in history. Now that the slim-taper pattern has been 
discovered, she can look like she’s wearing a really high- 
heel, yet have the comfort and foot control of a much 
lower one. There is some tendency toward beefing up 
these heels slightly to avoid the spike effect, but even so 
they still remain slim-taper and naturally graceful. 


Chicago 


SPRING and early summer trends have fallen into an 
orderly buying pattern. Factories in the Chicago area 
are now well under way on production schedules. They 
are occupied with orders first placed at the National Shoe 
Fair, followed by later bookings at the Popular Price 
Shoe Show and the numerous regional shows. Salesmen 
have also been busy on the road obtaining final commit- 
ments. By the end of the year, orders were about even 
with a year ago. An early lag in fashion shoes appeared 
to be catching up with 1956 figures. 

Second orders and early fill-ins indicate the trade is 
headed for the biggest patent season on record. They 
led off early at the retail level and have been ordered in 
volume at all price levels. First orders for pumps are 
being replaced with opened up types. The tapered toe 
is almost universally accepted. 

The needle toe is selling in volume only in metropolitan 
areas, and there only in the very high style stores and 
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Conventional lasts are still 


departments. 
small towns and rural areas, by mail order houses, by 
the matron type shoe stores, and in cities in the $7.95 


wanted—by 


and below chains. Navy, in the brighter casts, is being 
ordered in heavier quantities than last year. Red, which 
had a retail spurt with those stores stocking it, is also 
in for a revival. 

The demand for medium heels accelerates. Most sources 
have licked the last shortage problem, but there are com- 
plaints that there is not enough variety. The 15/8 height 
has become a style heel and even as low as 10/8 heights 
are offered in this category. Closed tapered toe pumps 
dominate pre-Easter bookings, but most orders after that 
call for closed toe slings, closed toe open backs, and 
T-straps. The latter may well become volume by early 
summer selling. 

With pre-Easter deliveries now on the books emphasis 
is placed on orders for shoes for the late spring trade. 
These bookings will carry a surprising percentage of 
patents, due to the swing back to opened up types. Whites 
remain as controversial as ever. Despite their poor show- 
ing last season, they are being ordered in volume by the 
mail order houses, by a good many chains, and many 
middle-of-the-road department stores. 

There is definitely a return to the pastels—pink and 
blue by the volume buyers—to the melon and _ bright 
shades by the high fashion leaders. Fabrics, vinyls, and 
straws are also getting more orders than a year ago. 

Men’s shoe lines report the older boys and young men’s 
buiness especially heartening. Styled up shoes account for 
good orders, especially to retail under $10. In many 
cases they are receiving as much as 50 per cent of total 
orders, with staples accounting for the rest. 

The men’s field is still heavy on black, but brown is 
coming up fast in the volume field. The new meshes and 
ventilated versions are getting good volume. So are 
styled up work shoes, especially in the suburban type 
stores. Men’s adaptations of the Ivy League buckle are 
gaining strength. There has been some interest in new 
versions of the “space shoe” for volume promotions. 


St. Louis 


MANUFACTURERS in St. Louis have readjusted their 
thinking. Optimism has been soft-pedaled somewhat. Pro- 
ducers are reconciled to the fact that their retail accounts 
are buying timidly for spring—and that’s that. 

The conservative buy trend, noticeable at the National 
Shoe Show in October, continues. Retailers are eyeing 
the general economic picture with uneasiness, manufac- 
turers say. The slow fall business at the retail level may 
go on into spring. With the possibility that the national 
consumer index may go on falling, shoe buyers are keep- 
ing spring inventory relatively low. 

Concentration is on fewer styles and greater depth as 
best hedge against a recession in consumer buying. By 
holding back part of their budgets, retailers—manufac- 
turers feel—are in a better position to get on the band 
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Improve shoe quality with United’s Bottom Ironing Machine 
fitted for low-heel work. 


It’s coming faster all the time — the demand fot 
better quality in low-heel shoes of the moccasin, loafer 
and ballerina types. That’s why you should consider 
the W/E Lasted Bottom Ironing Machine — Model 
A with low-heel fittings. 

You will get sharply defined feather lines for the 
rougher to follow, better sole attaching from a - 
smoother bottom, and generally improved appearance 
in your finished shoes. 

Ideal for all low-heel work on men’s, women’s, boys’ 
and growing girls’ cement shoes where the heel height 
range is from 2/8 to 12/8. Fittings can also be supplied 
for high-heel work up to 24/8. Contact your G/ 
representative now for further details on the advan- 
tages of this machine. 


| ~ 
le: United 
{A low-heel shoe in the USMG Losted Bottom Ironing Mechine ~ | ShOe Machinery Corporation 
Model A, Boston, Massachusetts 
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— LIKE the sales potential of 
this black patent leather T- 
we 
have been on a ‘pump jag’ for so long. 
This T-strap has a lot to offer as a 


dressy Easter shoe,” Meade McCain 


strap, especially since 


feels. 

He expects spring to find T-straps 
in general widely accepted in St. 
Louis. Already well received in the 
East, this sandal type moved to the 
midwest starting in the late fall, 1957, 


and has been gaining momentum 
La) D5 
since. 
“T-straps have a very pleasant, 


fresh look. Besides, they are so much 
easier to fit than conventional strip- 
ping sandals. Even women who can’t 
wear pumps can be fitted in this 
closed toe, open back style. Many of 
our St. Louis women don’t particu- 
larly care for open toes, yet want the 
lightness and grace of an open shoe. 
I feel that this pointed toe pattern 
should continue after Easter in all- 
white.” 

The shoe, a de Angelo, retails at 
$14.95 and comes with an unbreak- 
able heel, plastic with a metal dowel 


reinforcement. Continued contact 


with hot St. Louis pavements last sum- 
mer caused heels of all plastic con- 
struction to melt and slump to angles 
no shoe designer ever dreamed pos- 


sible. 
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The Retailer Speaks... 





MEADE McCAIN 


Cordial Meade M. McCain, Jr., 31 
year old president of Swope Shoe 
Company, St. Louis, grew up in the 
shoe business. Under the tutelage of 
his father, the late Meade M. McCain, 
he began learning about shoes at the 
age of 11, but did not work for 
Swope’s on a steady part-time basis 
until he came out of service in 1946. 
At that time he was also finishing his 
education and graduated in 1949 from 
the Washington University Depart- 
ment of Retailing, which his father 
was instrumental in setting up. 

At present Meade McCain, Jr., 
serves on the board of directors oj 
the Associated Retailers of St. Louis, 
and is a director of Downtown Mer- 
chants Service, Inc., an organization 
which deals with typically-downtown 
problems. Recently elected vice presi- 
dent, retail division, Independent Shoe- 
men, he lives with his wife and two 
daughters in Webster Groves. 

Swope Shoe Company traces its his- 
tory back to 1867. Oldsters still re- 
call the store’s delivery wagon of yes- 
teryear—a The 
four-wheeled horse drawn vehicle car- 


“boot on wheels.” 
ried its driver mounted high on a 
spring seat in front of a huge replica 
of a boot, which held the merchandise 
to be delivered. Today Swope’s two 
stores, one downtown, the other in 
Clayton, are spirited fashion leaders, 
offering women and misses quality 
shoes temptingly displayed. The Clay- 


ton store also carries children’s pairs. 





Washington 
Newsreel 


[CONTINUED FROM PAGE 68] 
spend an extra $2 billion for mis- 
siles and rockets without knocking 
the budget out of balance. 

But whether or not the Congress 
will have the political courage to 
shut off the so-called nonessential 
programs next year remains to be 
seen. It will take a lot of political 
guts to cut off the gravy train, for 
1958 is a congressional election 
year. Republicans are planning an 
all-out drive to win back control of 
the Senate and the House. Demo- 
crats are equally determined to hold 
their majority position, and perhaps 
even to widen their lead. And candi- 
dates from both parties will promise 
“pie in the sky” for everybody in 
the drive for votes. 

The man who probably knows 
more about government spending 
than anyone else in Congress, Rep. 
Clarence Cannon, D., Mo., chairman 
of the House Appropriations Com- 
mittee, says flatly the budget can 
stay balanced if Congress will strike 
out nonessential, low-priority proj- 
ects from the budget. 

Some insiders say the much- 
talked-about $2 billion increase may 
never come. They predict, instead, 
that the over-all rise won’t be much 
over $1 billion. We’ll all know by 
mid-January, when the new budget 
is released. 

You, as a merchant, have a heavy 


stake in the outcome of current 
legal battles over “hot cargo” 
clauses in union contracts with 


trucking companies. 

These clauses permit union mem- 
bers to refuse to handle goods com- 
ing from firms engaged in a labor 
dispute. 

Pickup and delivery of your mer- 
chandise could be shut off by the 
unions at any time, even though you 
are not involved in a labor dispute. 
You have no recourse, because 
stores do not come under the juris- 
diction of the National Labor Rela- 
tions Board. 

The NLRB has ruled these 
clauses unenforceable. The Inter- 
state Commerc . Commission recent- 
ly told truckers the clauses cannot 
be the basis for refusing to handle 
goods. But the final outcome will be 
up to the U. S. Supreme Court, 
[TURN TO FOLLOWING PAGE, PLEASE | 
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Is the Problem Better Turnover? 
[CONTINUED FROM PAGE 57] 


their merchandising methods includ- 
ing those for shoes. However, the re- 
tailer can improve still further and 
possibly increase his rate of turnover 
if he avoids problems which are quite 
common to the department store shoe 
operation such as: 

Too many lines of shoes carried 

and none in sufficient depth to do 

the complete job. 

Failure to peak stock at right 

time to get maximum sales re- 

sults. 

More emphasis placed on other 

merchandise such as dresses than 

on shoes. 

Rapid turnover by no means indi- 

cates a profitable shoe operation; 


rather in some cases a starving of 
stock and a loss of profitable sales. 

A comparison of two departments 
both selling $100,000 merchandise— 
one department having a more rapid 
turnover than the other is shown 
on page 57. Using the N.R.D.G.A. 
statistics listed by Mr. Burston and 
assuming the cost of invested money 
is five per cent, which department is 
the more valuable to the store? 

Let’s look at profit—here shoes 
have again been a star performer. 

In this era of high cost of con- 
struction and location, which is the 
better, lower stock investment or 
better space utilization? 

Some departments may have a 














ESTIMATED SHOE DEPARTMENT CONTRIBUTION 
TO MAIN STORE GROSS PROFIT 


1956 

















A 40% increase in share of 
profit contribution 1946 — 1956 
by Shoe Departments to Main Store. 








more rapid turnover than do shoes 
but shoes have been more than carry- 
ing their share for the department 
store in space utilization. Based on 
Department of Commerce and Fed- 
eral Reserve Board information, 
shoes have increased sales 29 per cent 
against an all merchandise increase 
of 23 per cent since 1946 as shown on 
the other chart on page 57. 

While shoes are increasing in sales 
more rapidly in department stores 
than all merchandise and shoe de- 
partments profit contribution has in- 
creased more than most others—the 
department stores in total appear to 
be losing their share of shoe busi- 
ness. An indicated share of total 
shoe sales of 14.85 per cent in 1946 
increased to 16.03 per cent in 1948 
but has steadily decreased to an esti- 
mated 13.54 per cent in 1956. In 
other words, department stores have 
a smaller share of the shoe expendi- 
ture dollar today than they had ten 
years ago. 

In Summary— 

Shoes by the very nature of the 
product will probably always 
have a slower turnover than 
dresses. 

Shoes have been a sales leader 
for department stores—better 
utilizing space. 

Shoes have been a profit leader 
for department stores—and re- 
member at the end of each year 
profits are measured in dollars 
not percentages. 





Washington 
Newsreel 
[CONTINUED FROM PAGE 71] 

which is studying the controversy. 

Until the issue is settled, your 
only safeguard against falling vic- 
tim to hot cargo clauses is to be 
wary of ordering from suppliers 
having labor troubles. If the court 
permits this type of union boycott 
to be used, be prepared to demand 
corrective legislation through your 
congressmen. 


Some kind of government en- 
couragement to science and engi- 
neering students is now a likely 
prospect. But there’s no general 
agreement at this point as to what 
form the encouragement should 
take. 

Proposals being discussed 
Washington include: 

@ Federal subsidies 


in 


to grade 


schools and high schools for science 
training. 

@ Creation of a new government 
agency which would be charged 
with the responsibility for channel- 
ing young people into scientific and 
technical training. 

@ Creation of a government sci- 
entific academy, a sort of “West 
Point of the Sciences.” 

@ Federal loans for science stu- 
dents. 

@ Income tax deductions for en- 
gineering school tuition. 

It’s too early to tell which—if any 
—of these proposals may be written 
into law. But Washington concern 
over recent advances in Communist 
missile technology has raised seri- 
ous questions as to the adequacy of 
present U. S. education of scientists, 
engineers, and electronics special- 
ists. Although it’s always possible 
that some of these doubts have no 


basis in fact, there’s a grewing be- 
lief in Washington “this is no time 
to take chances.” 


Sterling Last 
Issues Calendar 


A 1958 calender illustrated with 
classic European engravings depict- 
ing shoemaking and selling in by- 
gone days has been issued by the 
Sterling Last Company, Long Island 
City, New York. 

Entitled the “Fine Art of Shoe- 
making,” the calender features 
woodcuts and early metal engrav- 
ings from the 16th to the 19th cen- 
tury. The pictured scenes show the 
shoemen of those days fitting cus- 
tomers. Techniques of leather cut- 
ting and stitching are illustrated in 
great detail, as is last making. 

The calender measures 14144 x 
10% inches and is spriral bound. 
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Park Plaza Shoe Store Builds Thriving 


Juvenile Business By Giving “the most 
shoe for the dollar” with Step Masters 








JIM SVIEN, partner with F. W. 
Peters in the Park Plaza Shoe Store of 
Belleville, Illinois, says “we shopped 
lines for two years before buying 
Step Master Shoes to be sure we 
would give the most shoe for the 
dollar” before the March 1956 open- 
ing of their store featuring children’s 
and men’s shoes, women’s casuals 
and slippers. 


JIM SVIEN guarantees the fit of every pair of shoes. If he 
doesn't fit the shoes himself he checks the fit to be sure his 
young customers will get comfortable correctness. Jim 
credits this guarantee with being another big reason he does 
such a tr d repeat busi 





IF YOU would like to know more about the 
way Step Master Shoes can help make your 
operation another success story, wire, write 
or phone for more information, or for your 
nearby Step Master representative to call 
on you without obligation. 


January 15, 1958 


Second major reason for their out- 
standing success has been the 
“guaranteed proper fit” backed by a 
new pair of shoes or refund of the 
purchase price. 

Park Plaza Shopping Center is north 
of Belleville toward E. St. Louis. The 
community is composed of budget- 
minded, middle-class families. 

Svien carries all shoes in depth and 
uses to advantage Step Master’s fast 
reorder service to fill in sizes and 
widths at least weekly and, in the 
height of the season, twice weekly. 


Donning his coat to “go formal” for the photo, Jim dresses 
casually in sport shirts and slacks to make his customers 
feel more “at home” since this kind of attire is usually what 
they wear. Jim stands just inside his corner window where 
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ABOVE, the store is located in a row of stores and shops 
with parking space in front. The store can be seen at the right 
of this photo which shows one end of the shopping center 
LEFT is a close-up of the front. Men’s shoes are dis- 
played in the center, children’s shoes in the corner of 
the large window. The side window displays women’s 
casuals and slippers. 


SG Mester Shoes 


INCORPORATED 


GREENUP 


ILLINOIS 


73 





glorious new 


colors in 
Amalgamated 
fashion 


leathers... 


@ everkleen suede 
@ maltese kid 

@ glazed kid 

@ delline 

@ scottee kid 

@ tortoise 

@ softee kid 

@ wild rice 

@ write for swatches 


AMALGAMATED LEATHER COMPANIES INC. 
WILMINGTON 99, DELAWARE 
FASHION OFFICE: 71 WEST 35TH ST., N. Y. 1. 








Irving E. Grossmann 
[CONTINUED FROM PAGE 46] 


as a sales clerk in a different store 
each Saturday. In this way he ac- 
quired a thorough knowledge of re- 
tail stock conditions, stock systems, 
follow-ups and size ups .. . as well 
as a better understanding of the 
retailers’ problems. The merchants 
appreciated his interest. Often they 
would tell him to make out his own 
order and they okayed it without a 
single change. 

Diamond Shoe Company broad- 
ened their line. They started to 
make welt shoes for women... good, 
sturdy, quality shoes, not typical of 
the average women’s shoe at that 
time; and Irving decided they were 
good enough for the high grade shoe 
retailers. He knew Maurice Miller 
slightly and it was through him that 
a meeting was arranged between 
I. Miller and Irving. The results 
were far-reaching. Irving got his 
first order; and the Millers—father 
and sons—got an insight into his 
selling technique and knowledge of 
shoes through this and subsequent 
contacts. 

A short time afterwards, Septem- 
ber 1920, he joined the I. Miller and 
Sons, Inc. organization. He was told 
to make his own job and so he went 
to work with George Miller, who 
was in charge of sales and fashion. 
Irving studied their method of dis- 
tribution; coded and tabulated all 
the retailers who would carry shoes 
in the I. Miller grade and then be- 
gan a direct mail compaign that 
emphasized: “Do you want to be 
Mr. Quality Shoe Retailer in your 
vicinity, etc.” 

When high shoes went out of 
fashion, I. Miller cut the tops off 
and made oxfords out of them and 
Irving helped sell these shoes in 
New England. As time went on, he 
got closer to factory operation. He 
worked with Charles Miller, who 
was a true craftsman and_ shoe- 
maker. From him he learned the 
basis of quality shoe line building 
... What it takes to make fine shoes 
and the importance of every line, 
color and silhouette. 

But he didn’t relinquish his first 
love—distribution. He put all the 
feeling for fashion and quality that 
he had acquired through his work 
with George Miller into promotions 
for the I. Miller stores. He used to 
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stand out in front of the stores and 
listen to the consumers to get their 
reaction to the styles. He heard 
them say: “Aren’t they beautiful?” 
and that is how the slogan: “I. 
MILLER Beautiful Shoes” origi- 


nated. That was in 1922 and it con- | 
tinues to be teday’s trade mark. For | 


the lower heels, he coined the name 
MILLER-TAIRE. 

The business kept growing and 
growing and in 1924 they put up the 
I. Miller & Sons factory in Long 


Island City. Increased production | 
facilities meant getting more types | 


of shoes and also the need for ex- 
panded distribution. To increase 


distribution, Irving developed the | 


idea of “Breadth of Line... a va- 
riety of lasts—tailored, dressy, ex- 
treme; low, moderate, high heels; 
open toes, closed toes—a complete 
line that would enable the retailer 


to buy all his shoes across the board | 


from I. Miller. In that way, mer- 
chants could reduce their buying 
woes; reduce their advertising costs 
and make it easier for their sales- 
people to understand the fitting be- 
cause they had only one line to 
study. As a result, I. Miller devel- 
oped greater volume of business 
than any other manufacturer in 
their grades. 


In 1927, Irving Grossmann be- | 


came a director of I. Miller and was 
put in charge of sales. He was never 
without his own accounts, which 
took him into the territory as often 
as the salesmen. He felt that a man 
in charge of sales should know as 
much about the problems of selling 





to the retailers as the men under | 
him, so that he could be sympa- | 


thetic to their problems and know 
how to help them, through experi- 
ence. He spent a lot of time visiting 
not only the key cities but aug- 


mented the showing of I. Miller | 


shoes in the smaller towns. 

Irving strove always for the dis- 
tribution of high quality shoes. He 
believed this could best be accom- 
plished through an exchange of 
ideas between manufacturers of 
high grade shoes. He called a meet- 
ing. In attendance were Al Bogutz, 


Dan Palter, Ben Schwartz and he. | 


That was the start of the Guild of 
Better Shoe Manufacturers. Subse- 
quently, all the manufacturers of 
top grade shoes in the area were 
[TURN TO PAGE 86, PLEASE] 
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Ephrata Introduces a 


NEW STRAIGHT LAST 


The Patented “Sportinbak” 


(Support-in-back) 





that aids in keeping ANKLES firm and prevents 
the shoe from sagging. 


This is the Outstanding Modern 
STRAIGHT LAST Shoe to 
RETAIL PROFITABLY at 


$795 












Sample this shoe. It's a h 


real tonic for giving your | 


a lift! 
Sizes 3 to 6, 6'/2 to 8 
Widths B to EE 


IN-STOCK 


Catalog on Request 


EPHRATA SHOE COMPANY 


EPHRATA, PENNA. 
FINE JUVENILE SHOES ... THE LINE WITH A FUTURE FOR YOU! 








and Still Breathe... 


- nor can you seal the surface of shoe trees 

and have them breathe to absorb dampness, 
perspiration, acid and other harmful agents .. . 
preserve materials as well as shape. 


A SHOE TREE BREATHES, TOO 


... unless it’s sealed! 


Actual 

Photo 

showing moisture 
on sealed wood 
shoe tree 

after 60 minutes 


Actual 

Photo 

showing moisture 
absorbed 

by unsealed wood 
shoe tree 

in 15 minutes 


HAVE AN 
UNSEALED 
FINISH 


order from 
ROCHESTER SHOE TREE CO., INC. 
P.O. BOX 36, BEECHWOOD STATION, ROCHESTER 9, N.Y. 





This Is the Way They Open Them Up 


[CONTINUED FROM PAGE 49] 


But, if she still wants a pump, let her see some of 
the new opened-up pumps. Maybe she will like the 
pretty down-to-the-sole-at-the-sides d’Orsay pump. It is 
flattering to most feet. Or she may accept the closed toe 
and back pump that is so prettily lightened with cut-outs 
or some stripping above the closed toe. And, if she is 
ready for a real change, she may like an open toe, sling 
back pump. She will have some of the tapered effect still 
because the shoe is brought to a point at the toes. 

In these illustrations you will find most of these new 
styles. As the season progresses into warm weather you 
will add very open sandals to your inventory and these 
will include wide straps and very narrow, and patterns 
that are almost no shoe. They will include a thong on 
a high or medium heel as well as a flat. All of these 
shoes will be news for your average but style-minded 
customer. The seasons ahead, from spring-into-summer, 
should bring in plenty of new business if you will prepare 
your customer to accept the new styles by advance pro- 
motions. And by showing her some of the most attractive 
new styles along with the closed pumps. 


Manufacturing and Markets 


[CONTINUED FROM PAGE 69] 


wagon with fads and fancies as they develop. 

Manufacturing pace is below normal for this period, 
reflecting retailer conservatism. The severest lag shows 
up in better grade lines. 

On the bright side, red as a color for women’s footwear 
has come to the front for producers here. Demand, they 
say, is greater than anticipated and considerably heavier 
than in previous springs. One manufacturer reports that 
a temporary shortage of red leather has resulted, and 
orders are being held up. 

Black patent continues to be the lone big item for 
women. Closed patent pumps and T-straps began to 
move at retail in December, in quantities sufficient to 
bring in re-orders. Sandalized treatments in patent are 
being re-ordered for southern accounts, while northern 
dealers are filling in on closed pumps for the most part. 

One manufacturer, for whom alabaster punched pig was 
a big seller last spring, is finding even greater response 
to it this year in walking and sport types. Bone, produc- 
ers feel, is selling, but at what they consider minimum 
quantities. 

The spokesman for one children’s producer reports 
much dealer interest in hooks replacing eyelets on sport 
pairs. He believes that this trend will gain momentum 
until fall. Shu-loks are finding growing favor with both 
boys and girls and should continue strong into fall. Ivy 
League buckles on bubble saddles are definitely on the 
wane. 

In little girls’ dress shoes, double-banded T-straps are 
predicted by several area producers to have a good season 
ahead. Copied after big sisters’, these flats are being 
ordered by buyers in black patent, black kid, and white 
kid. Toes are slightly modified taper. 

International Shoe Company took a page ad in Prom 
Magazine to bid for stenographic personnel. Prom comes 
out monthly and is aimed exclusively at high school stu- 
dents in Greater St. Louis. The International ad, ad- 
dressed to seniors, read, “Pick your future job now .. . 
We will hold it for you . . . Start work after you gradu- 
ate.” Company benefits were listed. Seniors were urged 
to come visit the firm’s employment office, no appointment 
necessary. 
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The Story of Cabretta 


WirH leather jackets and coats for men and women so 
important in the leisure and sportswear picture, the interest 
of the consumer has been focused on a leather term, 
“Cabretta.” Few consumers, and for that matter, few 
retailers know the definition of Cabretta. 

The interesting history of this leather was featured in 
an article “Leather for Style” which appeared recently in 
the Rohm & Haas Reporter published by that Philadelphia 
chemical house. The following excerpt will prove interest- 
ing to shoe retailers: 

“A little more than eighty years ago a raw stock scout 
for the leather industry was traveling in Brazil, searching 
for goatskins. Among one lot he found an unfamiliar type 
of skin. He knew it was not true goatskin, deerskin or 
sheepskin, but recognized its possibilities for leather-mak- 
ing. About the same time, thousands of miles away in the 
village of Gloversville, New York, a clothing merchant 
with initiative and an inquiring mind was experimenting 
with tanning methods in the basement of his store.” 

The scout was Guido Ziffer, and the skin he discovered 
became known as Cabretta. The merchant was Gustav 
Levor, and from his experiments grew the firm of G. Levor 
and Company. 

By combining the Portuguese word for goat (cabra) 
with the diminutive suffix “etta,” Guido Ziffer gave a name 
to the animal whose pelt had aroused his interest. Ziffer’s 
discovery was to become a major factor in the fortunes of 
Gustav Levor’s company. For more than thirty years the 
Levor tannery’s principal product was black matte 
Cabretta for the hightop shoes in vogue in the Gay Nineties 
and in the first years of the new century. The firm started 
manufacturing white cabretta leather for shoes in 1915. In 
1920, Levor concentrated on white leather exclusively. By 
1938 the company which began in the basement of a vil- 
lage store had become the world’s largest producer of white 
glazed kid and Cabretta. 

Cabretta is derived from the skins of hair sheep which 
are native to Equatorial South America. Because these 
animals are subject to the direct rays of the hot equatorial 
sun the hair covering is sparse. The sparser the covering 
the sturdier the skin becomes. Cabretta is always made 
from the skins of mature animals. On the other hand, kid 
leather is often made from the skins of immature goats. 
It takes an expert and often mangified scrutiny to dis- 
tinguish Cabretta from kidskin in a finished shoe. 

When Cabretta became an established high-fashion ma- 
terial for women’s garments, Levor’s genuine Cabretta won 
tremendous extra demand and recognition. Today, manu- 
facturers of highest grade ready-to-wear use as much as 
they can possibly get of this tannage. For luxurious, sable 
and mink-trimmed coats and dress combinations, and 
sportswear for the better trade, Levor produces almost 
twenty colors a season; and almost as many different tints 
and shades for its customers in the glove field. 

Also on the list is the handbag trade where again makers 
of high-quality lines choose Levor Calf and Kid leathers, 
and equally big business is booked seasonally for Tan-Art 
Suede Kid in Krock-less and silky finishes. 

It is not generally known in shoe circles that Levor 
serves more fashion trades than perhaps any other tannery 
in the country, as a result of which the company gets the 
benefit of wider than usual color information. 

Marked improvement in finishing as well as wider ac- 
ceptance of its colors has encouraged G. Levor & Co., Inc., 
to extend production into bovine leathers. The tannery 
bookings for white leathers are said to be ahead of the 
comparable period a year ago with smooth white kid clos- 
ing in on the gap between its demand and that for white 


calf, 
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The Tingley Clog 
in Pure Gum is 
shown above. 


Also available in 
Brown & Black 
Rubber. 4 sizes 
properly fit 
shoe sizes 6-13. 







































FOR DRESS... 
AND RUGGED WEAR, T00 


Year after year, more Tingley Clogs are 
sold than any other brand. Will not 
gap at the side or pull off the heel. Light 
and comfortable, they are smart looking 
on quality dress shoes and they wear 
like iron. 


Only 4 sizes will give a better fit than 
28 sizes and lasts in old style lined 
clogs. Think what that means in easier 
stock keeping. Fill-ins quickly available 
from nearby distributors. 


Clogs, Sandals, Storm Rubbers and our 
complete line of children’s and young- 
ster’s Rubbers and Boots offer smart re- 
tailers more sales with 4 the inventory. 





RUBBER CORPORATION 
Be ee 
Rahway, New Jersey ® Established 1896 


want extra profits? 


Child's 
leotard 
illustrated 


$350 


retail 


USE FREE DANSKIN 
WINDOW AND COUNTER 
DISPLAYS — identify your 
store with DANSKIN na- 
tional advertising. 


be headquarters 
in your community for 


DANSKIN’ 


full fashioned 
LEOTARDS 
TIGHTS AND 
TRUNKS 


of Helanea’stretch nylon—finest 


action-fabric for dance, skating, 
sports. *%&F lawless fit, even 

after repeated washings. % Wash 
and dry quickly. %&Knit-to-fit 

on specially designed full- 
fashioned machines. Recognized 
and recommended by dance 
schools all over America. You’re 
sure of finest quality, best 

value when you buy 


DIRECT FROM DANSKIN, Inc. 


LEOTARDS in a wide variety of styles 
for Children $3.50 to $5.00, 
for Women $4.50 to $6.50. 


tiGuts for Children $5.00, 
for Women $5.95, for Men $7.59. 


TRUNKS for Children $1.65, 
for Women $1.95. 
All prices listed are retail 


cotors: Black, White, Red, Copen 
Blue, Royal Blue, Pink, Sun Tan .etc. 
Leotards, Tights and Trunks design pro- 
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Autopsy on Salesman Sam 


ONG range planning for sales conferences pays off in 
increased sales and a stable sales force. This is especially 
so if these conferences are original, creative, and stimu- 
lating. 

Leverenz Shoe Company, of Sheboygan, Wis., avoids 
stereotyped sales meetings. They are replaced with orig- 
inal programs designed to stimulate the imagination and 
initiative of the sales force. They are keyed to the times 
and designed to help salesmen improve their selling tech- 
niques through constructive methods. 

Outstanding among their annual meetings was the one 
held this past year. Although this particular meeting was 
planned for factory salesmen, its principles could easily 
be adopted by a retail shoe store, as well as any other 
sales organization. Therefore, the RecorDER is reporting 
its highlights for the benefit of the shoe trade. 


The Autopsy 

As conceived and planned by John Esch, firm sales 
manager, the meeting was given a medical clinic setting. 
Its purpose, as stated in the invitation, was “To Examine 
and Diagnose the Strange and Contagious Ailments of 
Salesman Sam.” The medical approach and terms were 
used in pointing up sales procedures. The original invi- 
tation to the Leverenz Sales Clinic was followed by 
weekly mailings. Each of these was enclosed in large pill 
capsules. These ran in a series, each urging the recipient 
to avoid certain symptoms of the plague of Salesman Sam. 

For the meeting the company offices were stripped down 
and equipped to resemble a hospital clinic. Members of 
the sales and executive staff wore white coats and name 
tags designating them as “Doctors.” Girls from the office, 
who participated, were dressed as nurses. 

This consulting staff warned that the entire nation was 
threatened by a serious plague, which was especially dan- 
gerous to men of the selling profession. They then dis- 
cussed a man who had the symptoms of this disease, and 
later reported that this man, “Salesman Sam,” had died. 

In conducting the autopsy the consulting group found 
that the patient had not been style conscious, that he 
was wearing brown shoes with a black suit and (most 
serious of all) that he was wearing his competitor’s shoes. 
They also reported that he had an “enlarged posterior,” 
described as a symptom of “T-V itis,” which meant he 
had been spending more time entertaining himself than 
educating himself. The examiners also found unopened 
letters from both the factory and customers. 

Enlargement of the jaw muscles and under-development 
of the brain, they noted, indicated excessive talking but 
lack of thinking. An examination of the patient’s suitcase 
revealed a total lack of organization. Contents included 
out-of-date price sheets and other obsolete records. As a 
final comment, it was revealed that no one came to claim 
the body, indicating that the patient probably had poor 
public relations. 
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A chart posted in the clinic revealed ways of avoiding 
the serious plague. It was pointed out it could be done 
with certain vital action and equipment. These included 
product and industry knowledge, creative planning, un- 
derstanding and practicing good human relations, and a 
good supply of enthusiasm. 

For industry knowledge the salesmen were advised to 
“Know Thy Company, Know Thy Customer, Know Thy 
Competitor.” More than a day of the sales meeting was 
devoted to productivity and industry knowledge. The sales 
meeting is regarded by Leverenz executives as an ideal 
opportunity for salesmen and the production forces to get 
together. Discussions included methods of production, ma- 
terial costs, price outlook, new methods, and new products. 
They were also talks on record keeping, hints on how to 
save selling time, information on prospect reports, sugges- 
tions for planning calls. Dr. Herbert G. True, assistant 
professor of marketing at the University of Notre Dame, 
was a guest speaker on creative thinking. 

Firm executives participating in the program in addi- 
tion to Mr. Esch were Clarence C. Leverenz, president; 
Robert H. Leverenz, vice president, and Carl H. Esch, 
secretary-treasurer, George A. Friendly, assistant sales 
manager, worked with Mr. Esch in planning the program. 

Mr. Esch points out that unusual sales conferences 
such as these can’t be immediately measured in tangible 
results. He does report, however, that Leverenz has a con- 
sistent record of a stable sales force. “We only lose sales- 
men because they retire or because we find it necessary 
to discharge them. We firmly believe that a creative pro- 
gram is beneficial both for management and salesmen 
and that it is the only method to produce initiative in 
selling.” 


Cedar-Crest Rawhide Shoes 


Feature Durability, Suppleness 


NASHVILLE—A new line of “Rawhide” shoes specially 
processed to retain approximately 90 per cent of the orig- 
inal animal oil in the hide is being marketed by the 
Cedar-Crest Shoe Company, Nashville 3, Tennessee. 


The specially processed Rawhide line combines comfort, 
foughness, wearability and waterproofness. 

Cedar-Crest Vice President Lloyd Krug represents the 
new Rawhide line as having exceptional merchandising 
appeal in work shoes and boots. The soft and oily texture 
of the leather lends itself to a sales approach emphasizing 
comfort, toughness, wearability and waterproofness. 

Tests conducted by research and development groups at 
the Cedar-Crest plant indicated that the leather subjected 
to submersion in water resisted saturation for long periods, 
extending to several weeks. No artificial waterproofing 
materials are added in the Rawhide line. 

A further sales advantage of Rawhide is that the shoe 
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retains the ability to “breathe,’ Krug said. The water- 
proofing substances usually added to hides which create 
the rugged oily appearance, tend to clog the pores which 
exist naturally in the leather, and cause foot discomfort. 
In Rawhide shoes the breathing action of the pores is 
unobstructed, allowing the normal evaporation of foot per- 
spiration. 

The new line is completely Dacron stitched. A total of 
six styles is offered featuring an array of additional sales 
boosters, including a cushioned heel seat and in one style 
a full cushioned insert sole. A “turnpike” sole for excep- 
tionally hard usage is also featured. 

Cedar-Crest is offering a kit of merchandising aids in 


marketing the Rawhide line which consists of streamers, 
| counter displays, and a full mat service. 


Sixty Years Experience 
the First Day 


Nor many retail shoe stores have ever offered the public 
sixty years experience before the first shoe sale was regis- 
tered. Yet this is exactly what the new Piper and Mc- 
Laughlin Shoe Store of Wayne, Pa., can and does claim. 


4 i 


| A modern decor had to be fitted into a high cellinged, 


old fashioned store room. 

The apparent paradox is explained by William H. Piper, 
one of the two partners. “Both Ed and I have 30 years 
experience each in retail shoe merchandising and both 
with Geutings of Philadelphia.” 

Bill Piper recently left Geutings as vice-president and 
general manager, terminating a career that began in 1927. 
Ed McLaughlin departed shortly after, as children’s and 
teen-age buyer with three decades of experience that began 
on the Geutings’ fitting stool. 

Coincidentally, the designer of the new suburban store 
also put in a twenty year hitch with Geutings. Craige L. 
Embree, Bala Cynwyd designer, who heads up his own 
business, was formerly in charge of Geutings’ interior 
decorations. 

In the course of establishing the new business, the two 
partners were faced with two rather standard problems 
while the decorator was confronted with still another. The 
design of the store was probably the most difficult problem 
of the three. Craige Embree needed to fit a modern and 
very simple decor into a high-ceilinged, somewhat dated 
store construction. 

A Jones Ceiling was finally chosen as the keystone of the 
design that Mr. Embree developed. A suspended ceiling 
of panels interchangeable with fluorescent flush-light 
panels, this installation lowered the ceiling and increased 
the sense of depth and width. Surfwood panelling—rough 
finished in tan with white filler in the grain—and modern 
tweed carpeting completes the air of simplicity and good 
taste. The light coloring and subdued rug contribute to 
the illusion of spaciousness. Pink trim on the walls blends 
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perfectly with the surfwood finish. The decoration was 
finished with 15 Herman Miller matched chairs. 

hen the two partners decided to open a shoe store the 
first item of business was the selection of a store location. 
This was solved by the Wayne. Pa., business center. A 
diversified commercial area, it offers & complete assortment 
of retail operations plus parking space, banking facilities 
and even a travel agency. 


Lion Sandals in Production 
in New Plant 


NEW YORK—The production line of Lion Sandals’ 
modern streamlined factory at 400 East 111th Street, New 
“York City, is humming after several months of shake- 
down operations. This thirty-one-year-old firm specializ- 
ing in casuals, scuffs and sandals moved into their new 
plant in October. The factory occupies two floors in the 
giant Consolidated Edison Building over-looking the East 
River. Twenty-one thousand square feet are devoted to 
manufacturing, one thousand to storage of materials and 
supplies. 


Charles and Leo Zohiman in the new Lion plant. 


An interesting feature in the layout is the large In Stock 
department which is located right in the center of the 
main production area. Shoes flow without interruption 
from production line to In Stock shelves. 

The capacity of the new Lion facilities is 3500 pairs a 
day with 50 per cent of the production devoted to loafers 
and other casuals, 30 per cent to sandals and 20 per cent 
to scuffs. 

Lion casuals are cement lasted, have foam rubber in- 
soles and McKay stitched, preformed orthopedic rubber 
and cellular crepe outsoles. Operations on the sandals 
and scuffs are mainly by hand because of the simplicity 
of the design of these styles. Soles on sandals are Little- 
way and McKay stitched. 

Lion Sandals was founded in April, 1926, by the late 
Solomon Zohlman, father of the present owners, Charles 
and Leo Zohlman. Peter Yarema is the superintendent, 
Ben Cliver is the salesmanager. 

The new plant was designed to increase productivity to 
maximum. The layout of the plant is most unusual and 
the simplicity of the manufacturing process is amazing. 
All Lioa products fall into the category of “volume” foot- 
wear although their distribution is through independent 
chain stores, department stores and mail-order houses. 
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THE WORLD'S FINEST 
SHOE DRESSING 


. . . because its polishing 
agent is not 10%... not 
20% ... but 100% 
CARNAUBA WAX, univer- 
sally recognized as THE 
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It’s T-Time Again 
[CONTINUED FROM PAGE 53] 

department in presenting the T in 
window and interdepartmental dis- 
plays. This will be proof positive to 
the child that the T is “grown-up.” 
Display the shoes, for example, hang- 
ing from huge poster letters that 
spell out the window theme: “It’s T- 
Time.” Arrange additional styles at 
the base of the letters, perhaps along 
with some interesting tea pots and 
cups. 

Advertise the T ... in flyers mailed 
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out to customers, or through news- 
paper ads, whichever is your custom. 
Make sure that the copy emphasizes 
the fact that the T is on the highest 
fashion plateau for spring. 

Make sure your retail sales per- 
sonnel know the fashion story behind 
the T ... have them present it to the 
child as something very special, 
something new, something her 
mother would wear. 

And, if you’re really “sold” on the 
T and your facilities will permit, why 
not go all out and give a Tea Party. 


Invite your little customers, their 
mothers, even their dolls to a small 
party in your store. If yours is a 
department store, use the tea room. 
Extend invitations by direct mail or 
through a newspaper ad... feature 
the T-strap and tea pots together in 
your invitation’s motif. 

Before serving simple refresh- 
ments of punch and cookies, present 
the T-strap on live models . .. in- 
formal tea room modeling being the 
show’s pattern. And, of course, utilize 
the event to show all the other excit- 
ing fashions you will be offering 
during the pre-Easter selling season. 
Tie in your showing with an inde- 
pendent juvenile apparel shop, or the 
store’s juvenile ready-to-wear de- 
partment for a truly worthwhile 
fashion presentation. 


Kinney’s Highway Store 
[CONTINUED FROM PAGE 55] 


$2.95 to $14.95 per pair and stylings 
are in the moderate rather than the 
high fashion bracket. Exception to 
this is the work shoe, which runs up 
as high as $20. Work footwear is 
very important volume-wise to 
Kinney’s and a big collection of high 
quality pairs is always on hand. 
Typical of their type of trade, the 
average blue collar worker is willing 
to pay more for his work shoes than 
for his dress up footwear. Even here, 
Sells remarks on the trend for lighter 
weight construction and more flexible 
materials. 

Advertising and promotion-wise 
Kinney’s maintains a sharp satura- 
tion program. Regular half and full 
page ads are carried in all daily pub- 
lications in each store location. This 
is backed up by an almost continuous 
spot plug program on both radio and 
TV shows. Extensive use is made of 
local disk jockey sessions, with sing- 
ing commercials and spot announce- 
ments. Local radio programs lend 
their disk jockey personalities to at- 
tend openings and local promotions, 
autograph and hand out records, and 
greet the public generally. This in 
turn is plugged on the DJ’s chatter 
portion of his programs and intense 
billboarding of the name and location 
of the local Kinney’s is the result. 

Floor and management personnel 
is almost entirely young and eager. 
Individual store managers recruit 


[TURN TO FOLLOWING PAGE, PLEASE] 
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help from the vocational guidance 
counsellors of the local high schools 
and colleges and many permanent em- 
ployes get their first introduction to 
the chain through part-time after 
school jobs. Sells himself, although 
district sales manager and buyer for 
sixteen stores and a veteran of twelve 
and a half years with the chain, is 
not yet thirty years old. The big re- 
ward for these young people, aside 
from working in big, bright cheerful 
surroundings, is the fact that all 
promotion takes place from within 
the ranks and every shoe clerk knows 
that if he has what it takes, he can 
wind up in an executive job with the 
parent company. 

There is no question but that this 
roadside type of operation will be of 
growing importance in the near 
future, particularly in an area like 
Southern California which was born 
on wheels and where two and three 
cars per family are common. 


Japanese Zoris 

[CONTINUED FROM PAGE 58] 
ual clothes. People aren’t going to 
go back to formal wear if they don’t 
have to. 

“A couple of years ago, I made a 
trip around the world, and I noticed 
casual footwear every place. In 
Asia, of course, but also all over 
Europe. Back in 1947, when we vis- 
ited Chicago, people actually stared 
at my wife’s barefoot sandals. Two 
years ago nobody paid any attention 
... they were used to them.” 

A barefoot sandal is called by many 
names in Hawaii. It descends—or, 
rather, improves upon—the original 
Japanese zori which has a one-half 
inch to two-inch-thick laminated sole 
of cork, rubber tire, wood or card- 
board and denim, with a mat or cloth 
inner sole and a thick strap of stuffed 
mohair which fits (painfully for 
western feet) between the large toe 
and second toe. The strap curves back 
along the inner and outer arch, an- 
choring in the sole at points in front 
of either side of the heel. The scuffing 
or slapping of the loose zori heel is 
as familiar a sound in Hawaii as the 
Japanese language. 

Service men call them “go-aheads,” 
because if you walk backwards, you 
step out of them. 

Before World War Two, Honolulu 
imported its zoris from Japan, and 
Hawaiian shoe manufacturers con- 
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centrated on rubber-soled plantation 
work shoes called “hana-hanas”’ 
(meaning ‘“work-work” in  Ha- 
waiian). When Japanese imports 
ceased, the five or six Island shoe 
manufacturers began to turn out 
rather crude imitations of the zori. 
At first they used rubber tire soles 
and denim inner soles, or imitation 
leather soles and fibre cross-straps, 
house-slipper style. 

Mr. Scott, who came to Honolulu in 
1938 after several years of making 
work shoes in Lynn and children’s 
shoes in Los Angeles, was the only 


Smartest Cash Register 
Mates for 1958 


In Canvas — quality and style for every 
member of the family for indoor sports and 
outdoor use. In Casuals — striking new 


- colors, new fabrics, new designs. Every pair, 


Canvas or Casual, geared to extra volume at 
full profit mark-ups. 


Expanded line of 
men's casuals 
colorful, cool 

and comfortable 


Coolettes — high-style, 
popular-priced 
women's and misses" 
washable casuals 


CONVERSE RUBBER COMPANY matoen 48, massacnusetts 


Chicago Branch: 2000 Mannheim Road, Melrose Park, III. 
100 Freeway Blvd., So. San Francisco » 241 Church St., New York 13, N. Y. 


Caucasian among the Island Japanese 
slipper and sandal manufacturers. He 
was unable to get leather for the 
plantation work shoes after 1941, so 
he made sandals used by submarine 
crews and a canvas-topped work shoe 
for Pacific amphibious forces. 

After the war, sales of Army sur- 
plus shoes cut into the slipper and 
work-shoe market. In the late forties, 
the Scott Shoe Company and some of 
the Japanese slipper manufacturers 
began dressing up the simple zori, 
using neolite soles, crepe rubber, 
[TURN TO FOLLOWING PAGE, PLEASE] 
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foam rubber, wedging the heels, re- 
styling the straps so that they 
weren’t too bulky for western shoe- 
cramped toes, and going into bright 
Hawaiian hues — avocado, Chinese 
red, Pacific blue, lemon, gold and 
silver leaf, Oriental-motif embossing. 

These stylized sandals caught on 
immediately with tourists, who 
could pick them up for one to three 
dollars a pair at any Waikiki drug- 
store or specialty shop. The Japanese 
imported rubber zoris were back 
again, streamlined, brightened, and 


ideal for beach wear, but the leather 
and foam-rubber Island sandals 
could—and did—go downtown, or out 
for dinner, as well as for cool, com- 
fortable sight-seeing. 

Mr. Scott says the co-eds who 
flock from the Mainland for the Uni- 
versity of Hawaii summer session 
(5,000 of them in 1957) were the 
chief promoters of Hawaiian sandals 
back home. 

“Some of the girls bought 20 pair 
or more to take back to the Main- 
land,” he said. “They really made our 
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sandals popular with westerners. 
That’s why I design my sandals to 
appeal to the younger people. If you 
can sell them, you don’t have to 
worry.” 

Competition is close but friendly 
between the Scott Shoe Company and 
the better Japanese-owned businesses 
such as the Island Slipper Company 
and Ho-Me Slipper Company, all in 
the same small-industry area in 
Honolulu. These three manufacturers 
dominate the slipper market in all 
types of Honolulu retail stores: Sears 
displays more sandals and slippers 
than western shoes; the _ better 
stores such as McInerney and Liberty 
House also feature Scott’s “Princess 
Kaiulani” sandals (white or black 
with wide cross-straps embossed in 
redand gold) ; Island’s “spider strap” 
(narrow black straps radiating from 
a small rosette) ; or Ho-Me’s sophis- 
ticated all-black parallel straps. There 
are only so many arrangements pos- 
sible with the minimum number of 
straps used in a barefoot sandal, so 
that similar designs can easily be 
coincidence. Nevertheless each manu- 
facturer has a distinctive touch. Mr. 
Scott and his wife do their own de- 
signing, and the owners of Island and 
Ho-Me also design their own sandals. 

In general, the trend is away from 
the one between-the-toe thong to a 
cross-strap style more readily 
adopted by westeners, for it takes a 
few days or longer to get used to the 
thong. Of course these new styles are 
accepted by Hawaii’s third or fourth 
generation Americans of Oriental an- 
cestry, who are even more style- 
conscious than their Mainland sis- 
ters, if possible. 

Despite their life-long foot free- 
dom, Hawaiian women are so style- 
conscious that downtown retailers 
report 70 per cent aeceptance of the 
new tapered toe. However, one does 
not see this extreme style worn on 
Honolulu streets. Probably the ta- 
pered last is reserved for evening and 
restricted social wear. The sandal is 
still tops for daytime wear at home, 
at work, or shopping. 

Incidentally, the new fashionable 
zori (or sandal) does not wear as well 
as the old rubber-tire and denim 
product. The average life of a pair 
of barefoot sandals is two to three 
months, whereas a genuine Japanese 
sandal may last a year or more. Some 
of the smaller manufacturers still 
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turn out the original article for the 
dwindling population of “old folks,” 
but they are pitiful operations com- 
pared to the modern factories run by 
Scott, Island and Ho-Me, whose shops 
of about 7,000 square feet are well- 
built, efficiently managed, equipped 
with the best in clicking, cementing 
and lasting machines, and able to 
turn out at least 100 dozen pair a day. 
One small manufacturer of the tra- 
ditional zori employs seven relatives, 
works in a small, tin-roofed garage, 
has five sewing machines, a tire 
shredder, and a clicking machine of 
ancient vintage. He is trying to turn 
out a few “special orders” of the 
modern styles. 

The larger manufacturers get most 
of their material from the Mainland, 
although Mr. Scott recently has mar- 
keted a sandal using “hula fringe” 
instead of leather straps. This hand- 
woven, hand-fringed material, called 
“buri,” comes from the Philippines. 
The inner soles are made of plas- 
ticized buri, but the straps are un- 
treated and fringed at his factory. 

Island Slipper Company uses elas- 
ticized straw straps and also a corded 
strap in silver or gold finish. Ho-Me 
leans more to the leather strap, plain 
black or white, embossed silver on 
black and white, or bright colors. 
The price range is from $3 to $6, and 
more for special orders. 

Mainland sales are being made 
chiefly in Florida and Southern Cali- 
fornia, but Mr. Scott anticipates mov- 
ing into‘:other resort markets such as 
his native Marblehead, Mass. What 
about Mainland manufacturing com- 
petition? 

“Sure, these barefoot sandals are 
easy to make,” he agrees, “but no- 
body else can say ‘Made in Hawaii’!” 





New Heydays Catalogue 

ST. LOUIS—A new spring and 
summer catalogue has been issued 
by Heydays Shoes, Inc., of St. Louis. 
The piece—which both informs and 
promotes—is a two-color fold out 
that may be affixed to the wall for 
future reference by retailing shoe- 
men. A total of seventy-eight models 
are offered, in 14/8 heels, closed 
heels, 9/8 heels, and thirty-three’s. 





British Shoe Machinery 
Directory Available 


The Second Edition of the Direc- 
tory of Shoe Machinery published 
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by SATRA, the British Boot, Shoe 
& Allied Trades Research Associa- 
tion, is available to U. S. shoemen. 
The price is 15 shillings per copy to 
non-members. Members of the Asso- 
ciation, who receive the first copy 
free, may secure additional copies 
for seven shillings, six pence. Write 
to SATRA House, Rockingham 
Road, Kettering, England. 





Rubber Heel for Men’s Shoes 


THE B. F, GOODRICH Industrial 
Products Company, Clarksville, Tenn.., 





has begun production of a new rub- 
ber heel for men’s shoes, The heel is 
intended for both shoe manufactur- 
ers and the repair trade, 

The new heel, called Extrawear, is 
of modern design and is made with 
either contrasting or matching in- 
serts. It is a companion item to the 
company’s Extrasoft heel and is of- 
fered as a complete line in non-mark- 
It is 
intended to sell in the medium price 


ing black and .brown colors. 


range. 











No. 974 
Black 
B, 7-12 
C-D, 6-12 
$6.00 





LEVERENZ SHOE CO., 





SHEBOYGAN, WISCONSIN 





No. 975 
Black 
B, 72-12 
C-D, 6-12 
No. 962 $6.00 

Black with Black 
Morocco Grain Plug 
B, 72-12 
C-D, 6-12 
$6.00 


Fes Calumet has done it again with 
these highly styled, lightly detailed men’s 
dress shoes for the pace of today! 


Your Gest Set cs Calumet! 
“Write for Your Spring Flyer Today!” ¢ 


. 
_S 
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The WORLD WALKS 
on Self-propelled 


. ane 


“We sold ONE PAIR of RIPPLE® Sole Shoes to ONE 
.and WITHIN A FEW WEEKS WE 
TOOK ORDERS FROM MORE THAN 500 MAIL- 
MEN IN THE AREA!” 


mail carrier . . 


Can YOU use SELF-PROPELLED SALES like these? 


Retailers: 


Ad Managers: FREE! 


*TM-RIPPLE SOLE CORP. 


Manufactured under license from 
RIPPLE SOLE CORPORATION by 


BEEBE RUBBER COMPANY 
NEW 


NASHUA, 


OVER A MILLION men, women and children .. . 
completely SOLD on the Amazing ‘Shoe that Walks for 
You” are TELLING and SELLING their friends! For in- 
stance, a Washington, D. C. retailer reports: 


Write for complete list of manufacturers now carrying 
RIPPLE® Sole Shoes. 


RIPPLE® Sole Sales Aids Brochure. 


HAMPSHIRE 








Irving E. Grossmann 
[CONTINUED FROM PAGE 75] 


invited to join. Most of all they dis- 
cussed how to sell more high grade 
shoes. The basic aim was to give 
manufacturers the incentive to go 
out into the field and try to develop 
new accounts. 

In 1947, Irving decided he wanted 
to go to the West Coast, to spend 
more time with his children out 
there. His son, Bill, was in charge of 
sales for I. Miller and Millerkins 
and his son-in-law, Ted, was doing 
the same for Mademoiselle shoes. 
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He submitted his resignation to I. 
Miller but they didn’t want him to 
leave. Instead, they sold him on the 
idea of staying. However, he did ac- 
quire the I. Miller store in Los 
Angeles and one in Sacramento 
(which he_ relinquished  subse- 
quently), a leased department in 
Hafter’s in San Diego and another 
leased department in Sanderson’s 
in La Jolla. 

On the basis of his knowledge of 
the West Coast and his past exper- 
ience in sales management, I. Miller 
& Sons felt Irving could be very 
helpful in continuing to promote 


I. Miller, Millerkin and Mademoi- 
selle brands. He organized the 
I. E. G. Associates together with his 
son and son-in-law. By 1955, the 
boys had done such a good job, it 
was decided to give up the I. E. G. 
Associates—the boys continuing to 
work directly with I. Miller and 
Carlisle Shoe Company. 

Irving continued on a consultant 
basis with I. Miller. In 1956 he 
helped reorganize the Ted Saval 
factory in California and that took 
him right up to March 1957. Since 
then he has devoted himself exclu- 
sively to strengthening his three 
units and plans to add more as time 
goes on. 

Today, Irving practices what he 
has preached for thirty-eight years 
—the development of specialized 
departments or stores, whose main 
distribution is I. Miller and Miller- 
kin shoes. His favorite pastime is 
working in and for the shoe indus- 
try and his wife, Evelyn, shares this 
enthusiasm. 

Those who know Irving Gross- 
mann realize that we have barely 
skimmed the surface in setting forth 
his contribution to the shoe indus- 
try. To do full justice, we would 
need to write a book. 


Greeks See American Shoes 


Men's, women's and children's shoes 
were among the products shown in the 
U. S. Government exhibit at the 22nd 
International Fair held recently in Salo- 
nika, Greece. The American exhibit was 
housed in a dramatically designed Geo- 
dosic dome. American shoe manufactur- 
ers represented were: Trimfoot, Delman, 
Bates, Weber, General Shoe, Friendly 
Acrobat, Moran Shoe, Golo of Dunmore, 
Mannequins, Joyce, Gerberich Payne, 
Pappagallo, E. E. Taylor, Stetson, Regal, 
Schwartz and Benjamin, and Common- 
wealth Shoe and Leather. 
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New Products 





Mildew-Proof Fabric 


A NEW process which renders 
canvas completely mildew-proof 
has been announced by Ohio Falls, 
Inc., Louisville, Ky. Mildew resis- 
tant fabrics have been on the mar- 
ket for some time but this is said 
to be the first actual mildew proof 
process. In addition to mildew, the 
impregnated fabric is said to be 
impervious to mold, fungi, germs 
and even odors. 

The impregnating material, Per- 
machem, will not evaporate, rub off 
or wear out through the fabric’s 
lifetime of normal use and repeated 
cleaning. Treated fabric has been 
buried in the earth for more than 
two weeks and has emerged with- 
out a trace of mildew or mold. 

The Permachem treatment is col- 
orless and odorless. It has no ef- 
fect on color. 


Biltrite Introduces 
Tru-Glide Soles 


A NEW sole given the name Tru- 
Glide, which features comfort, wear 


and appearance, has been intro- 
duced by the American Biltrite 
Rubber Co., Chelsea, Mass. A unique 


V-type tread and bouncy rubber 
provide the wearer with a new sen- 
sation of gliding comfort. The new 
soles should be particularly wel- 
comed by individuals suffering from 
foot fatigue. 


The new Tru-Glide soles are cur- 
rently available in men’s sizes 7 
through 14, in black and tan. Boys’, 
children’s, women’s and misses’ 
sizes will be available shortly. 

Biltrite makes the Tru-Glide 
sole roughed on the back as a con- 
venience to manufacturers, elimi- 
nating the roughing operation at 
the shoe factory. 

Matching mid-soles are available 
in 3, 4% and 6 irons. 


New Style Rubber Sole 


A fluted-effect bottom is the fea- 
ture of a rubber sole and heel re- 
cently introduced by the Quabaug 
Rubber Company of North Brook- 
field, Mass. Sole and heel are mold- 
ed in one piece. 

According to Francis C. Rooney, 
president of the company, exten- 
sive wear tests show this sole to 
offer exceptional walking comfort 
plus resistance to slipping. 

The new sole is being marketed 
as the “Armortred Venetian Flat- 


tred Sole.” 





C a Gi | rs e Built for Comfort 


a ° Engineered for Durability 
e Designed for Shoe Stores 


e Priced to Sell! 
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Easier to sell 
than SHOES! 


Cuboid Shoe Inserts Need Only a 


Modest Storage Shelf, no Floor-Space. 


Anyone who can sell shoes can sell Cuboid 
Shoe Inserts . . . for nearly one-third of 
shoe-wearing adults complain of “foot 
trouble.” Burns Cuboids for 22 years have 
given comfort to foot-weary customers 
. . - have created profitable steady repeat 
business for stores like yours. Easily dem- 
onstrated, Cuboids quickly sell them- 
selves, giving you an additional wrap-up 


practically without added effort. 


Cuboids retail at up to $6.95 a pair. They 
require no floor space: merely a few feet 
of storage shelf. They never get out- 
moded, never require end-of-season mark- 
downs. With no investment whatever, you 
are “in business.”? Write for the Burns 


Cuboid Merchandising Plan today. 


Here are a few Burns Cuboid operators: ATLANTA, 
Thompson-Boland-Lee; BALTIMORE, May Co.; BOS- 
TON, Thayer-McNeil; CHICAGO, The Fair; DALLAS, 
Volk’s; DENVER, Fontius Shoe Co.; HOUSTON, 
Foley’s; LOS ANGELES, May Co.; NEW ORLEANS, 
D. H. Holmes Co.; NEW YORK, Lane Bryant, Inc.; 
PHILADELPHIA, Gimbel’s; PORTLAND, ORE., Meier 
& Frank Co.; ST. LOUIS, Famous-Barr Co.; SAN 
ANTONIO, Joske’s of Texas; SAN FRANCISCO, 
Macy’s. 


“Cahoids 


BURNS CUBOID CO. 


P.O. BOX 658 * SANTA ANA, CALIFORNIA 











Letters to the Recorder 


A View on the Discount Store Idea 


The attitude toward’s “Middle-Sized Stores” as 
expressed by Mr. Stephen Masters in the pages of 
the December 15 RECORDER is thought-provoking. 

This could be an instrument of mammoth impor- 
tance to any sufficiently interested in their future, 
but we must look at all sides to be sure. 

“Middle-Sized” is like “Average-Size.” It can be 
a large or small store depending on its location and 
competitive stores. Middle-Sized is a stage every 
business goes through when it grows from small-size 
to large-size. It is as near small as it is large. 

Middle-Sized is a state of mind. It is economic 
adolescence when decisions must be accurate and 
timely. When others make decisions for the Middle- 
Sized store, the actual decision-maker profits rather 
than the party for whom the decision was made. 

The current Discount Store idea is a decade be- 
hind the shoe industry. The discount store merely 
eliminates the unneeded portion of operating costs. 
They spend no less for advertising, they merely make 
their advertising money pay off. 

In discount stores the same is paid for services 
as elsewhere, but the only one paying for the services 
is the one receiving it. He who does not require spe- 
cial service pays nothing extra for it. All are not 
required to pay for services that a few enjoy. 

As discount houses pay up to 25 per cent less, per 
Mr. Masters, shoe chain stores have bought below 
prices for more than a decade. 

Many shoe factories not only sell at one price to 
independents and at a lower price to chains—which 
after all are really discount shoe stores—but many 
own hundreds of such chain stores themselves. 

The propaganda of enormous factory growths at 
two prices ignores profit to the grower. The propa- 
ganda of “join the discounters or else,” is an effort 
of the discounter to get more sources of supply. Many 
factories still refuse to sell discount houses. 

There will always be a place for large and small 
operations. There is a purpose for Medium-Sized 
too. Big operations can flop just like little ones. 

Discount retailing, like any other system, will grow 
as all new ideas grow, but when the growth period 
stops and they begin to level off, unless the manu- 
facturer and the retailer profit mutually, that sys- 
tem or any system will fail. 

One thing is sure—the discounter exists only with 
the permission of the factory and the encouragement 
of the retailer. In just this way the retailers refusal 
to make up a mammoth proportion of his shoes has 
created the outlet store by way of excessive stock 
departments in factories. But outlet stores no more 
threaten the retailer than the discount house does. 

Yep; there is always two sides to all questions and 
one cannot select the right one until he knows both. 

JIM LEGG 
HEYDAYS SHOES, INC., 
ST. LOUIS, MO. 
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Top Management Shifts at Edison Risthers 





HARRY EDISON 


ST. LOUIS—Harry Edison, presi- 
dent of Edison Brothers Stores, Inc., 
since the company was founded 35 
years ago, has been elected chairman 
of the board of directors and trea- 
surer. 

Irving Edison, executive vice- 
president, has been elected president 
to succeed his brother. 

This marks the first change in top 
management since the company was 
founded by five Edison brothers— 
Harry Edison, Irving Edison, Sam- 
uel B. Edison, executive vice-presi- 
dent; Simon Edison, executive vice- 
president, and the late Mark A. 
Edison. 

The two men noted that the num- 
ber of stores operated by the com- 
pany had increased to a current 322 
from 297 at the start of this year, 





IRVING EDISON 


for a net increase of 25 units. A 
new Chandler’s store is now under 
construction on upper Fifth Avenue 
in New York City, and a Baker’s 
Shoe Store is being built on 34th 
Street just off Fifth Avenue. 

The company’s stores operate un- 
der four names—Chandler’s, Bak- 
er’s, Leed’s and Burt’s. 

Sales of Edison Brothers Stores, 
Inc., for 1957 will be at a record 
high again this year and will be 
very close to $100 million, the two 
officials said. For all of 1957, sales 
volume was $91,139,998 and net in- 
come totaled $2,653,113, equal to 
$2.79 a common share. 

Sales of the company in the first 
11 months this year totaled $87,- 
440,146, for an increase of 10.4 per 
cent over the like period of 1956. 





Two New Shoe Stores to Open in Kansas City Soon 


KANSAS CITY—Early this year, 
two new shoe stores will open in the 
heart of the downtown section here. 

The Regal Shoe Company, which 
vacated its downtown location three 
years ago, has leased a storeroom at 
1012 Walnut Street. A $30,000 re- 
modelling job will provide a selling 
space of 12 by 32 feet equipped with 
14 chairs and concealed storage room 
for 5,000 pairs of shoes. 

The Regal Company began retail- 
ing men’s shoes in a Main Street 
location in 1904, and in 1915 moved 
to the 1000 block on Walnut, where 
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it continued operation until 1955. 
The new business is scheduled to 
open in early spring. 

About the middle of February a 
women’s shoe store to be called the 
Footsaver Shop will be opened at 12 
East 11th by Daniel S. Lumian & 
Company. 

Mr. Lumian, who has been with 
Macy’s of Kansas City for the past 
five years, was formerly with Harz- 
feld’s store here and with I. Miller’s 
of Boston. He plans to stock more 
than 4,000 pairs of shoes in the new 
shop, which will have a gray and gold 









decor and Danish chairs. Moderniza- 
tion of the location, a storeroom in 
the Sharp building, will be handled 
by Voskamp & Slezak, architects. 





First in Five-Unit Chain 
Moves Binghamton Location 


BINGHAMTON, N. Y.—Dwyer’s 
Junior Shoes has moved from Court 
and Water Streets to a larger store 
at 185 Water Street. Ted Dwyer, 
owner, said it was impossible to ex- 
tend for more than two years the 
lease on the Court Street store 
which he had occupied for the past 
12 years. 

The new location has the further 
advantage of being opposite a large 
parking lot. The store has a depth 
of 80 feet and extends to the rear 
of an adjoining store. 

The Binghamton store was the 
first of a chain of five now operated 
by Mr. Dwyer. Two are in Syracuse, 
others are in Schenectady and Endi- 
cott. 





Boston Advance Shoe Market 


BOSTON—The next shoe show to 
be held in Boston will be the annual 
Advance Fall Shoe Market Week 
sponsored by the New England Shoe 
and Leather Association. This show, 
it has been announced by Maxwell 
Field, executive vice-president of 
NESLA, will open March 30 and 
close April 3. Exhibitors will have 
their sample rooms in the Hotels 
Statler and Touraine. 


Coach’s Plea: Size 19 
For College Basketball Star 


SPOKANE, WASH.—The success of the 
Gonzaga University basketball team 
looms as something of a challenge to the 
shoe industry. 

Jean Claude LeFebvre is a French im- 
port on the Gonzaga team who has been 
scrimmaging in size 17 shoes with the 
toes cut out. Net result has been some 
giant size blisters on his giant size tees. 

The freshman from Paris stands 7-feef, 
3 inches tall and wears size 19 shoes. 
He grew out of the 17's he wore a year 
ago. 

Coach Hank Anderson, who says Gon- 
zaga will have a good season if Le- 
Febvre can be adequately shod, threw 
the problem into the laps of two com- 
panies, who are now trying to come up 
with something. 

Size 19's aren't exactly stock items. 

Mr. Anderson said a national athletic 
equipment firm is attempting to make 
shoes for Jean Claude using a plaster 
mold of the Frenchman's foot as a guide. 

If not successful, LeFebvre will play 
this season with his toes showing. 

“And,” muses Mr. Anderson, 
whole team will be hurting." 
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More Slipper Sales Aim of Remodeled Shop 


This new slipper bar is credited with adding much sales volume to the reorganized 


shoe departments at Adam, Meldrum & Anderson Company in Buffalo, N. Y. 


Only 


the left slipper of each pair is on display. 


BUFFALO—Lack of display space 
has cost Adam, Meldrum & Ander- 
son Company slipper sales, the com- 
pany was convinced, particularly 
since slippers are good year-round 
merchandise at this store and its five 
large branches. 

Accordingly, with the reorganiza- 
tion of its shoe departments so that 
one floor is set aside as a complete 
women’s fashion floor, slippers were 
given ample display space in a 
strategic section. 


A smart slipper bar, extending 40 
feet along one wall, is faced with 
deep-tilted mirrors. A back bar, with 
shelving divided by silvered bars, re- 
sults in 12 shadow boxes. Below 
the shelves is stock space for 700 
pairs of slippers, which is concealed 
by a front display fixture. 

There is room to show the com- 
plete slipper line by putting out only 
a left slipper of each type, eliminat- 
ing former hunts for space wherever 
it might be made available. 





Shoe Corporation Promotes Felger and Figgins to Buyers 


COLUMBUS, O.—Philip Felger 
and Gerald R. Figgens were pro- 
moted to buyers of Shoe Corporation 
of America, here, and were ap- 
pointed members of the senior ex- 
ecutive committee. The announce- 


PHILIP FELGER GERALD R. FIGGINS 


ment was made by Jack Schiff, ex- 
ecutive vice-president of the com- 
pany, which operates a national 
chain of retail shoe stores. 

Mr. Figgins, who has been asso- 
ciated with Shoe Corporation since 


90 


1934, will buy houseslippers and 
dance shoes. He joined the organi- 
zation as an order filler and steadily 
advanced through the ranks to his 
present position. 

Mr. Felger will buy children’s 
shoes and children’s playshoes. His 
association with Shoe Corporation 
dates back to 1937 when he held 
down two jobs, one a full time order 
filler and the other a part time sales 
clerk in the Schiff Shoe Stores in 
Columbus. 

His wide experience includes 
service as assistant buyer of men’s 
and boys’ shoes, both dress and 
work, in office management, pattern 
making, leather tanning, footwear 
fabrics, shoe factory quality control 
and production expediter. 

In his new position he succeeds 
the late Abe Jacobson, a vice-presi- 
dent of Shoe Corporation who died 
last October 23. 


Evaluation of Ripple Soles 
Made in International Journal 


DETROIT—In a recent edition of 
the International Record of Medi- 
cine, the Ripple Sole was discussed 
in an article by Laurence E. More- 
house, Ph. D. Under the general cap- 
tion, “Influence of a Flexible Out- 
sole on the Dynamics of the Walking 
Gait,” Dr. Morehouse sums as fol- 
lows: 

“While studying the effects of 
various original outsole designs on 
landing shock (in an effort to 
develop an improved paratrooper 
boot), my associate in this research, 
Nathan Hack, a retired shoe manu- 
facturer, tacked a strip of composi- 
tion material onto an army boot in 
the form of loose transverse paral- 
lels along the entire length of the 
sole. After several test jumps, the 
folds were beaten into a rearward 
inclination. When subjects walked 
in these experimental boots between 
jumps, they commented, ‘This feels 
like walking on air’ and ‘These 
shoes seem to do your walking for 
you’.” 

The testing revealed that Ripple 
Sole action (1) absorbs up to 40 per 
cent heel shock, (2) balances the 
walker’s weight heel to toe, (3) 
lengthens the stride up to six 
inches and (4) provides skid-free 
traction on wet surfaces or inclines. 


Kiwanis Choose Retailer 


CHICAGO — Lester C. Larson, 
owner of C. A. Larson & Company 
Shoe Store here, has recently been 
installed as governor of the IIlinois- 
Eastern Iowa district of Kiwanis 
International. He heads a district 
which claims 11,500 members in 217 
clubs throughout Illinois and East- 
ern Iowa. 


Buck’s to Close One Unit 


OMAHA, NEB.—Buck’s Booter- 
ies, which operates family shoe 
stores throughout Nebraska and 
maintains headquarters here, has re- 
vealed that its Hastings store is 
being discontinued after more than 
20 years in that city. 

Ed Cuda was manager of the 
Hastings store for more than 15 
years, but resigned to open his own 
store, Cuda’s Shoes, several years 
ago. Duane Siedschlag has since 
managed the store. 
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Work Shoe Profits Respond Survey Tells Mayor What’s Wrong with Shoe Stores 


To Increase in Quality Range 

DENVER—Upping the quality of 
new and different work shoes with 
appeal to the customer has spelled 
profit to the A. G. Eaker Company 
and affiliated Bolton shoe stores in 
the Denver area. 

“I realized that with increasing 
overhead costs, I should change our 
merchandising policy so that we 
could meet competition anywhere,” 
said Charles Bolton, secretary-trea- 
surer in charge of operations, and 
head of the Bolton shops. ‘We 
raised our quality, cut down the 
amount of numbers of shoes and put 
everything into price categories 
ranging from $5.95 to $14.95. We 
were selling most at $8.95. But we 
have found out that men will pay 
more for work shoes that appeal to 
them, shoes that they want to wear.” 

All work shoes are made up by a 
quality manufacturer, and the regu- 
lar ‘“plug’’ shoe of horsehide is car- 
ried in all widths, including H. Mr. 
Bolton discovered that the plain type 
shoe would bring $8.95. For higher- 
priced brackets, however, a change 
was needed, such as shoes with new 
sole construction and new types of 
leather. 

A. G. Eaker and Bolton have 11 
shoe retail units in operation in 
Golden, Arvada, Englewood, Fort 
Morgan, Lakewood and other close- 
in Denver suburbs. Three of these 
are individual Bolton stores. The 
others are in the small Eaker de- 
partment stores located in growing 
shopping center areas. 

Promotional gimmicks are offered 
at times. For instance, during the 
deer hunting season, each of the 
Bolton stores offered a free pair of 
boot socks or a free bottle of Sili- 
cone (water-proofer) with each pair 
of hunting boots sold. Insulated 
boots sell well, as do rancher types. 

In the children’s shoe departments 
in these stores, Mr. Bolton said that 
“good fit and quality” are their most 
successful selling aids. He does not 
“go in for” high-priced promotions 
and widely-heralded gimmicks for 
children, but depends upon the 
parents to bring the children to the 
neighborhood stores where they are 
satisfied with quality in other de- 
partments. Women’s shoes, in the 
average price range, stress style to 
a point, but again are promoted for 
fit, comfort and durability. 
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BURBANK, CALIF.—A_ two 
months’ survey, personally con- 
ducted by Mayor Edward Olson of 
Burbank, revealed shoppers’ criti- 
cism of local stores. The mayor’s 
questionnaire was mailed to more 
than 33,000 housewives. Of this 
number 7,438 filled out the forms 
and the results have been tabulated. 

In criticism of Burbank’s shoe 
stores, shoppers checked these com- 
plaints: (checked off by 3,430) 

Need better selection; Too many 
small shops, not enough big stores; 
Poor merchandising methods; Not 


sufficient stock for teen-agers. 

Other miscellaneous complaints 
against shoe stores were: (1,153): 
Need of modernized appearance, 
inside and out; Displays outmoded 
and shoddy; Interiors too junky and 
depressing. 

Another group of complaints 
(checked by 1,521) : Need more con- 
venient parking; and poor, incon- 
venient locations. 

The mayor appointed a special 
committee to process all complaints 
and to cooperate with store owners 
in meeting these complaints. 
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IT’S GOOD BUSINESS TO STOCK LONE STAR COWBOY BOOTS - TEXAS’ 
GREATEST POPULAR PRICED COWBOY BOOT LINE. Write for Catalog. 
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Albuquerque Stores Asked 
To Halt Use of X-Rays 

ALBUQUERQUE, N. M. — The 
city health department has asked 
Albuquerque shoe stores to immed- 
iately discontinue use of X-ray shoe- 
fitting machines, to prevent possibly 
harmful radiation effects. 

Larry J. Gordon, director, said 
letters have been sent six Albuquer- 
ques firms still using the machines, 
asking the practice be stopped. He 
said he had received indications the 
stores would do so voluntarily. 

He said that some machines 
through cabinet leaks had been 
shown to expose feet and other parts 
of the body to as many as 120 roent- 
gens of radiation. As a comparison 
he pointed out the maximum daily 
exposure allowable for industrial 
atomic workers is five roentgens on 
the entire body. 


Biloxi Scene of Brown Shoe’s 
Franchise Dealers Meeting 


ST. LOUIS—The annual conven- 
tion of franchise dealers of Brown 
Shoe Company will be held in Biloxi, 


Miss., January 27-29. This is the 
first time, with the exception of re- 
gional meetings, that the conven- 
tion is outside St. Louis. 

The entire facilities of the Buena 
Vista Motel have been engaged for 
the convention. Entertainment fea- 
tures consisting of sightseeing tours 
and evening parties have been ar- 
ranged. In addition, there will be 
opportunities for golf, fishing, and 
other recreational activities. A 
fashion shoe, “Spring is a State of 
Mind,” is scheduled January 27. 

Principal speakers will be Clark 
R. Gamble, president of Brown Shoe 
Company; Herbert Mayes, editor of 
Good Housekeeping; Louis J. Schae- 
fer, vice-president of Brown Shoe 
Company; and Glenn Fouche, vice- 
president of Parade publications. 


Store Presses Tax Recall 


MONTGOMERY, ALA.—Coving- 
ton Shoe Company here, retail shoe 
store, has taken an unusual step in 
filing a suit against the Montgomery 
city government, petitioning that a 
proposed one per cent sales tax levy 
be dropped. 


Mosaic Display Fixture 
Used in Regal Shoe Windew 





Shown above is the mosaic detail of a 
window to be featured in all Regal Shoe 
Stores across the nation during March. 
The mosaic-in-oil effect was created by 
Mesaiques, Ltd., New York firm, as an 
attention-getter. An advance display of 
the window was exhibited during the 
Popular Price Shoe Show in conjunction 
with the national American Family Shoe 
Wardrobe campaign. 








Retailers and Buyers | 
A GREAT BUYING OPPORTUNITY. 


awaits you at the 
44th Annual 


MID-ATLANTIC SHOE SHOW 


February 2nd thru 4th 
BENJAMIN FRANKLIN HOTEL, Philadelphia 





% MORE THAN 350 LINES OF 
FOOTWEAR ON DISPLAY [6 floors) 


te HOSPITALITY and MESSAGE CENTER 


featuring 


"COFFEE-TIME" 


and 


PRIZES - PRIZES - PRIZES for 


RETAILERS and BUYERS only. 
8 weeks before EASTER .. . 


STRATEGIC TIMING ... 


Wise Merchants ° 
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Scott's Foom and Sponge Rubber 
CADENCE STEP 
INSOLES 


Cadence Step Insoles provide mild metatarsal 
and longitudinal support. Foam Rubber cush- 
ions the arch area of the foot, and the sponge 
rubber bottom gives added cushioning to the 
entire foot. Topping is attractive brown Gen- 
uine Calfskin. Insole is perforated to allow 
free passage of air. 

Each pair attractively packaged and ceilo- 
phane wrapped. 


Men’s sizes 6-13 Ladies sizes 4-10 


STOCK NO. 704 
$13.80 Dz. Pr. $157.30 Gr. Pr. 
Mail Orders Promptly Filled 


Write for FREE Full-Line SCOTT CATALOG 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST. © OMAHA, NEBR. 


will bring more alert retailers and buyers than ever 
to the Middle Atlantic area's greatest regional “market- 
week"! A great opportunity to exchange contacts and | 
information and to 


BUY * SHOP * COMPARE 
for EASTER and SUMMER selling. 
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MODERN BROGUE 
Selling HOW and for MONTHS TO COME 
FOOT KING® 


abies 
Goodyear Welts 
IN STOCK 






ad 


CANCELLATION SHOE*STORE OWNERS: 
3 


OVERHEAD 
CAN FOOL YOU 


De a ae oa a a ald 
The total sales...NOT the kind 
of sales determines the overhead 


expense or COST 






















#19552X 
Men's 6 to 12, 
B & D Widths. 








OF DOING BUSINESS. 





$6.10 net. 


Combination Black small grain upper over smooth leather base. 
French Bound. Thick sole. Neolite slab top lift heel. Double 
deck welt around heel. Leather insole. Leather quarter lining. 
Right and left quarters. Outside eyelet stay. 


A TREMENDOUS VALUE. 79552X, 6 to 12, B, D, @ $6.10 net. 
FOOT KING—Your best resource for authentic patterns that SELL, 
and at competitive prices . . ALPINE boots and oxfords. 

IVY LEAGUES (BUCKLE BACK) definitely in the Spring Picture. 

SHU LOKS @ in child's 8/12, boys' & men's sizes. See our new HOT ROD. 
CHUKKER BOOTS in Black, Brown, Stone, and natural brushed leather. 
RIPPLE SOLE @® Shoes in White, Black; and in Brown, A to EEE. 


sells large quantities of 
quality branded shoes and meets 
e, competition nationally. Weil 





ie offers better values and 
tag ° . . 
be wider selections, which has 


- resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 


shoe company 



















WELLINGTONS. REG-E-STURD Boys’ shoes A to E sizes | to 7. 


Several Thousand Retailers know it's so: 


FOOT KING MEANS BUSINESS! 


Dept. 115, A. S. Kreider & Son Co., PALMYRA, PA. 











CE. 


Raton Ave., St. Louis 3, Mo. 
1-4898 CE. 1-3762 


SAMPLE ROOMS: 138 Duane St., N.Y.—Alexandria Hotel, Les Angeles 
“WHILE IN TOWN SEE WEIL" 


Quality Shoes Since ‘32 








Adam Promotes Hat and Shoe Display Units 





New display units designed for men's hat and shoe coordinations by Adam Hat 
Manufacturers, a division of Miller Brothers Hat Company. Left is the "Adamat,” 
which holds 48 hats for shopper selection. Adam said several hundred retailers 
had requested field representatives to call to tailor individual store programs. 





Modern Shoe Stores Opens 


PROVIDENCE, R. I. — Modern 
Shoe Stores, Inc., recently opened its 
seventh store at 184-188 Mathewson 
Street in downtown Providence, oc- 
cupying the location where John the 
Shoeman operated a large retail shoe 
store for many years. 

With the opening of this unit, 
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Seventh Unit in Providence 
Modern returns to downtown Provi- 
dence after a lapse of a few years. 
It had closed its 54-year old store 
because of the disastrous hurricane 
floods. 

The new unit has two floors with 
about 7,700 square feet of floor 
space. Its manager is Alfred Conti, 





formerly assistant manager of the 
former downtown store. 

An unusual feature of the men’s 
department is a separate main- 
street entrance with an overhead 
marker indicating a direct entrance 
to this department. This section has 
29 chairs, and is in charge of Vinnie 
Polichetti. 

The women’s department has 24 
chairs, and is in charge of Herman 
Demers. 

The children’s department has 22 
chairs plus six platformed seats. In 
charge of this department is Frank 
Gobeille, who for many years was 
manager of the children’s shoe de- 
partment of the F. E. Ballou Com- 
pany, and who more recently had 
charge of a similar section at the 
Cherry & Webb Company. 

The store features men’s shoes in 
a price range of $4.99 to $12.95, 
women’s shoes from $3.99 to $10.95, 
and children’s shoes to $8.95. Na- 
tional brands are featured in all 
groups. 


The new store was introduced 


with full and half page ads in the 
Providence Evening-Bulletin, with a 
series of concentrated radio spots 
on WICE, and with several televi- 
sion commercials over WPRO-TV. 





93 





210 Associates ‘Zeroes In’ Guest Speaker 


Seen at the 18th annual meeting of The 210 Associates at the Hotel Somerset, in 

Boston, are, left to right, Harry Bass, chairman of the dinner committee; George 

Dempsey, retiring president; guest speaker Irving Edison, newly-elected executive 

vice-president of Edison Brothers Stores; Albert D. Aronson, incoming president, 
and Frederick Bloom, executive vice-president of 210. 





Nebraska Buyer, Manager, Buy Fink Shoe Company 


HASTINGS, NEB.—John E. Hoff, 
formerly women’s shoe buyer at 
Miller & Paine, Lincoln, Neb., and 
Weir L. John, formerly manager of 
the Career Shop, medium-priced 
shoe section for women at the same 


store, have purchased the Fink Shoe 
Company, 714 W. Second Street 
here, from Milo Fink. The family 
shoe store now will be known as 
Hoff’s & John’s Booterie. 

Jack Zimmer has been retained by 


Miller & Paine to succeed Mr. Hoff. 
Mr. Zimmer also will fill Miller’s 
newly-created position of merchan- 
dising manager for all shoe depart- 
ments in the Lincoln store. These 
include a woman’s shoe salon on sec- 
ond floor and the Career Shop on 
street floor for which he will also 
buy, the men’s shoe shop on street 
floor, children’s shoes on third and 
family shoes in the basement. 

Mr. Zimmer spent 14 years as 
sales representative for Craddock- 
Terry Company of Lynchburg, Va., 
and 20 years in a similar capacity 
with International Shoe Company of 
St. Louis. He operated five retail 
shoe stores in Nebraska during this 
same period. 


Gamm’s to Open Shoe Stere 


DECATUR, ILL.—A new Gamm’s 
Shoe Outlet store will be opened 
here February 1, it was announced 
by Jerry Levine, president and gen- 
eral manager of the firm. It will be 
located in the remodeled former 
Varsity Theater building. Gamm’s 
has two units in St. Louis, its home 
office, and one in Springfield. Har- 
old Lieberman, of St. Louis, will be 
manager of the new unit. 








The Hollywood Scuff 
That's Sweeping the 


Sensation 
Country!) 


For the new, the different, the 
exciting, the promotable, in 
Sandals, Casuals, Scuffs, look y 


~ 


50 M Men's Scuff 
Tan, Black, Wine 
Full Sizes 6-12 


50 L Ladies’ Scuff 


Tan, Black, Red 
Full Sizes 4-9 


SEE US-PPSSA 
ROOMS 627-628 











HOTEL NEW YORKER 


huddle 


INCORPORATED 
400 E. 111th St. 
NEW YORK 29, N. Y. 





43-hour delivery! 


123 different styles for the entire family 


Only HUSKIES guarantee your order in your store 2 days after 
you place it. Because only HUSKIES are warehoused locally in 
19 major cities. Use your nearby HUSKIES distributor as your 
stockroom. Call or write for your nearest distributor's phone 
number today. 


ipo 
4 


4Lyckies: 


47 W. 34 St., New York 1,N.Y — OX 5-3375 
AND 


— ae RICH 
Se oe! 
REAL BOYS ——_—_ 


ALSO MAKERS OF (Gay, axs 


GERBERICH-PAYNE SHOE Co. 


MOUNT JOY PENNSYLVANIA 


The NAME brand of 
popular-priced sports, 
flats, loafers, mocs, 
and children’s shoes. 





FIRST CHOICE 
WITH 
TOP RETAILERS 
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LEATHER 





HAS NO 





SUBSTITUTE 


* JOB 





without a foundation. 


flesh. 


weather. 


P. 6. BOX 30, 
Nashville 1, 





The foundation of a Goodyear welt is the in- 
sole. Building a Goodyear welt shoe with a poor 
insole is equivalent to building a skyscraper 
Neither the shoe nor the 
skyscraper will stand up for very long. 


Nature did not provide the animal with a 
synthetic or plastic coat to grow next to the 
It provided a flexible comfortable skin 
that was designed to protect the animal in hot 
weather, cold weather, dry weather and wet 
It is from such a skin or hide that we 
obtain the finished leather for all our insoles and 
for the big majority of our outsoles. Leather 
insoles breathe, give off excess heat generated 
by the foot, also absorb and give off excess 
perspiration from the foot and, therefore, provide 
not only comfort but health for the feet of the 
wearer. Leather insoles remain flexible and com- 
fortable in extreme cold weather, as well as in 
hot weather, dry weather or wet weather. No 
substitute insole can claim all the properties 
which naturally belong to the leather insole. 


J. W. CARTER COMPANY 


Tennessee 


Branded 


Bargain 
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One of America’s Finest Resources for 


* SAMPLES 


* CANCELLATIONS 


from outstanding makers » 


IDEAL FOR 
Cancellation Stores 
Drive Ins 





LOTS 


Shoes - first quality 





Basements 
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STREET NEW YORK 7 
ALBARISHOE + Phone WOrth 2-51 




















Financial News 





Geo. E. Keith Firm Achieved 
Profitable Operation in 1957 


BROCKTON, MASS.—In his an- 
nual report to stockholders for the 
year ended October 31, 1957, Jean 
R. Keith, president of the Geo. E. 
Keith Company, noted that profit 
was $7,664 as compared with a loss 
of $909,865 during the preceding 
year. 


“Improvemnt,” he said, “is also 
shown by an increase in working 
capital from $2,443,018 in 1956 to a 
working capital of $2,467,103 in 
1957 and an increase in current 
ratio from 4.1 to 4.3. 

“Outstanding bank loans at Octo- 
ber 31, 1956 were fully repaid in 
November, 1956. No new loans were 
arranged until September of this 
year (1957) when $150,000 was bor- 
rowed to take care of normal sea- 
sonal requirements. As of this date, 
December 16, 1957, this loan has 
already been reduced to $75,000.” 
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Net sales for the year, the report 
shows, totaled $6,090,246. 

The company and its subsidiaries 
operate 47 retail stores and depart- 
ments under leases which provide 
for a total minimum lease liability 
of $1,153,000. Thirty-two of the 
leases expire within three years; the 
longest lease expires in ten years. 
Rent expense for continuing stores 
and departments is estimated to be 
$465,000 for the fiscal year ending 
October 31, 1958. 





Dividend Rises at U. S. Shoe 


CINCINNATI—The United States 
Shoe Corporation declared a special 
vear-end dividend of 25 cents a 
share payable January 15, 1958, to 
all shareholders of record at the 
close of business on December 27, 
1957. 

The board of directors also de- 
clared a regular quarterly dividend 
of 30 cents a share payable January 
15, 1958, to shareholders of record, 





December 27, 1957. 

The directors stated the increase 
in the regular quarterly dividend 
from 25 cents to 30 cents a share, 
thereby placing the stock on a regu- 
lar $1.20 a share annual basis, was 
to bring the quarterly disbursements 
in line with earnings. 





H. C. Godman Dividend 


COLUMBUS, O.—The board of 
directors of The H. C. Godman Com- 
pany at a meeting on December 19, 
1957, declared a dividend of 114 per 
cent or 3714 cents per share on the 
preferred $25 par capital stock. The 
dividend was payable January 3, 
1958, to shareholders of preferred 
stock of record at the close of busi- 
ness December 26, 1957. 





Spencer’s Retail Sales Up 


BOSTON —C. Charles Marran, 
president of the Spencer Shoe Cor- 
poration, reports that the company’s 
retail sales during the six months 
ended November 30 were $3,554,023, 
more than 20 per cent higher than in 
the same period of 1956 when sales 
totalled $2,897,634. 
















About Shoe People 





Frank Granato, manager of the 
Wetherby Kayser Shoe Store in the 
Valley Plaza shopping district of 
North Hollywood, had the job of 
entertaining Anita Gordon, honor- 
ary mayor elected by the shopping 
district merchants. Her duties were 
to inspect and shop at every one 
of the 70 stores in the Plaza. 

* +e * 

Mueller Shoe stores has moved 
its store in St. Clair Shores, for- 
merly at 22205 Mack Avenue, to 
26425 Harper Avenue, Detroit. It 
is a salon type, considerably larger 
than the old unit and is located in 
a growing business section. Mueller 
operates three stores in northeast- 
ern suburbs of Detroit, the other 
two being in Harper Woods and 
Roseville. The owners are Richard 
J. Mueller, Jr., and Vincent Kracht. 

* * * 

H&D Shoe Mart, operated by 
Harry Danzig and Robert Hancock, 
is opening a second shoe store at 
4-45 Dix Highway, in the Detroit 
suburb of Lincoln Park. The new 
store is under the personal manage- 
ment of G. R. Carver, who was 
formerly with the original unit, 
which is located at 23869 Van Born 
Road in nearby Taylor Township. 

* * * 

Mrs. Sadye Berlin is taking over 

active ownership and management 


of Sol Berlin Shoes, at 17901 John 
R Street, Detroit, because of Mr. 
Berlin’s serious illness, and will 
continue to carry on the business. 
Mr. Berlin is able to spend only a 
little time at the store. He estab- 
lished this north end family-type 
shoe store here over a quarter cen- 
tury ago. 
x * * 

Michael Modest Lypka has be- 
come a partner with David L. 
Quarles in the Quarles Friendly 
Shoes No. 2 at 22055 West Outer 
Drive in the west side suburb of 
Dearborn, Mich. Mr. Quarles re- 
mains sole owner of the original 
Quarles Friendly Shoes at 10618 
West Warren Avenue, Dearborn. 
Both are family type shoe stores. 
Mr. Lypka is setting something of 
a record in the business—he has 
been a shoe salesman for five years, 
and is only 21 years old—and now 
part owner of a business. 

A second leased department in 
the Detroit area is being opened by 
the Morris Shoe Company of Boston 
in the new Fort Grove Shopping 
Center at Fort and Grove Avenues 
in the downriver suburb of Wyan- 
dotte. This unit is in United Mills, 
a new discount type department 
store, and is a popular-priced family 
type department. John Gannon, for- 
merly with A. S. Beck, is the man- 


ager. The department is being 
operated by the newly-incorporated 
Lesal Retailers of Wyandotte, Inc. 


* * * 


William Nicynski, previously as- 
sistant manager of Morton’s Shoe 
Store, 209 Main Street, Pawtucket, 
R. L., has become manager. Albert 
Montonaro has been advanced from 
salesman to assistant manager. 


* * * 


Sanford Chorney, previously 
store manager, Morse’s, Inc., 242 
Westminster Street, Providence, 
R. I., has become district manager 
for the chain, with headquarters in 
Boston. He is succeeded as store 
manager by Warren Fish, previ- 
ously assistant store manager. The 
new assistant manager is Wallace 
Serge, previously manager of a 
company store in Cleveland. 


* * * 


A. Adelson, manager of Berland 
Shoe Store, Oakland, Calif., said 
plans are under way to open a 
branch store in Hayward, a fast- 
growing Oakland suburb, in Feb- 
ruary. 

* * * 

Tom O’Connor, manager of the 
Chandler Shoe Store, Oakland, re- 
cently underwent a major opera- 
tion and is not expected back on 
the job until the middle of January. 
Meanwhile the store’s staff has 
been augmented by the addition of 
two new salesmen—Don Silva and 
Robert Turner. 
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Interior of the new 
A. S. Beck Store, 
Michigan Bivd., Chicago 
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ALL THE YEAR 
AROUN 


Brown, maple, red, black. 
Sizes 4 to 10, 

AAAA to C. 

Retail about 

9.95 


W ater-proofs, Softens 
and Preserves Leather 


SNOW-PROOF was originally developed fifty 
years ago for snow-proofing hunters’ and trap- 
pers’ boots—now used everywhere for water- 
proofing, softening and preserving shoes and 
leather goods. Stops dry rot. Prevents mildew. 
Ocerless, colorless, not sticky; takes a shine. 
Moke extra profits water-proofing shoes and 
also selling Snow-Proof to customers. 5 Ib., 
| lb., and 3% oz. cans. Write for descriptive 
folder and free sample can on your business 
letterhead. 


Dept. 22, THE SNOW-PROOF CO.., Livonia, N. Y. 


IN STOCK 








Red, brown, blue, black, 
white. Sizes 4 to 10, 
AAAA to D. 








get ready for stormy weather... : 
// / get ready for BIG profit. 


‘and sell. aa 
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// drizale bi 


clearly the ds boots! 
COFFEY-HOYT PRODUCTS, Inc. 


GARDENA, CALIFORNIA 
NEW YORK: 45 WEST 34th STREET 


Fi 
CHICAGO: EXCEL BONDED WAREHOUSE * 3920-46 SOUTH CALUMET 





Retail about 
10.95 


British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 





Stephen’s Shoes is the name of a 
new family shoe store which has 
opened at 1498 Highland Avenue, 
Needham, Mass. Owner and oper- 
ator is Herbert Weinstein who has 
had thirteen years of experience in 
shoe fitting. Lines carried are Trim 
Treds for women, Rand shoes for 
men and Poll Parrots for children. 


S. Sic 


Harry M. Gerber, manager of the 
Hamilton-Lapp shoe store at 34 
Pratt Street, Hartford, Conn., has 
been awarded an honorable mention 
in a nation-wide window display 
contest sponsored by the United 
States Shoe Corporation. There are 
reported to have been more than 
500 entries. 

* * * 

Stanley M. Lane, treasurer of 
Lane Brothers Shoe Company of 
Boston, has been elected president 
of the New England Baptist Hos- 
pital. Mr. Lane is also treasurer 
of the C. A. Grosvenor Shoe Com- 
pany of Worcester, Mass. His home 
is in Wellesley, Mass. 

* * 


Charles Afflerbach is the new 
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manager of the Shoe Circle, Chey- 
enne, Wyo., operated by Flory and 
Sid Mendicino. Mr. Afflerbach was 
graduated from the University of 
Wyoming and saw extended service 
in Korea. He also has had five years 
of shoe retailing experience. New 
manager of Rollnicks Shoes, a chain 
outlet whose headquarters are in 
Denver, is Jerome Cummins. 


* * * 


Ralph Clemens is the new owner 
of Bunte’s Shoe Salon, 9 East 38th 
Street, Indianapolis. He bought the 
store from Joe Bunte and Jack 
Hood. 

* * * 

Theodore Huber is the new man- 
ager of the Lakeshore store of 
Francis A. Coles, Inc., in Oakland. 


* * * 


Tom A. Oman has been named 
manager of the Hamilton Brothers 
shoe store, San Leandro, Calif. 


* * * 


Richard Hughes, former shoe 
salesman, is now managing the 
Children’s Bootery at 2800 K Street, 
Sacramento, Calif., in the new Fort 
Sutter Shopping Center. 


Stanley M. Greenberg and Keith 
H. Randolph have bought Rheas 
Family Shoe Store at 1504 East 
Florence Avenue, Los Angeles, 
from the former owners, Hocken- 
berg & Barsoff. They are keeping 
the store under the same name. 


William F. Stamm Elected 
Head of Midwest Travelers 


CHICAGO — William F. Stamm 
has been elected president of the 
Midwest Shoe Travelers’ Associa- 
tion. He will serve during 1958. 
B. R. Davis is vice-president, and 
Joseph Morelli has been re-elected 
secretary-treasurer. 

Members of the board of directors 
are Neil K. Shephard, who retired 
as president, Maurice Bauer, Julian 
Chapman, Robert D. Newell, Jerry 
Camras, H. H. Stockfish, and Albert 
L. Friedman. 

The Association will hold its next 
shoe show February 9-12 at the 
Hotel Morrison. A cocktail party on 
Sunday opening day is a featured 
event. Other shows during the year 
have been scheduled for May 25 to 
28, August 10 to 13, and Nov. 22 
to 26. 





Obituaries 





Thomas F. Byrnes 

ST. LOUIS—Thomas F. Byrnes, 
Jr., 74, former sales manager of 
Queen Quality division of Interna- 
tional Shoe Company, died Decem- 
ber 23 of a heart attack in Emporia, 
Kan. 

Mr. Byrnes, who retired in 1948, 
had spent his entire business career 





YOU CAN SELL MORE PAIRS 


UPPERED WITH 


4 


866 US vat OFF 


Because 


White Shoe Care 
is oy with 


FREE KLEENETTE 


FOLDERS AND MERCHANDISING 
KLEENETTE UPPERED SHOES. WRITE A. H. ROSS & SONS CO 


with Queen Quality. He joined the 
Thomas G. Plant Shoe Company at 
an early age. When International 
acquired the Queen Quality name 
from Thomas G. Plant in 1931, Mr. 
Byrnes joined International as sales 
manager for the newly created divi- 
sion. 

Mr. Byrnes, a bachelor, had been 
living in Emporia since his retire- 


TAGS NOW AVAILABLE FOR 
CHICAGO 22, ILLINOIS 





ment. He is survived by three 
brothers and a sister. One brother, 
William P. Byrnes, was formerly 
merchandise manager for Queen 
Quality until his retirement about 
five years ago. 


Arthur Essex Ebbs 


ST. LOUIS—Arthur Essex Ebbs, 
91, a former general manager of 
Swope Shoe Company, died here re- 
cently. Mr. Ebbs retired in 1936 as 
vice-president and general manager 
of the retail firm. He was associated 
with the company for 46 years. 

During his business career, Mr. 
Ebbs served on the board of direc- 
tors of the National Shoe Retailers 
Association. He was also a director 
of the Associated Retailers of St. 
Louis and the Better Business Bu- 
reau of St. Louis. 

Mr. Ebbs and his wife observed 
their 62nd wedding anniversary 
earlier this year. Surviving, in addi- 
tion to Mrs. Ebbs, is a son, Paul 
Allen Ebbs. 


Frank J. Flood 


ST. LOUIS—Frank J. Flood, vet- 
eran shoe man here, died December 
6 at the age of 69. Prior to his re- 
tirement in 1953, Mr. Flood had been 
associated with the shoe business 
for 40 years. Starting with Central 
Shoe Company, he was then con- 
nected with Rice-O’Neill, Spalsbury- 
Steis and Deevers, and Brown Shoe 
Company in the capacity of a sales- 
man. 

Survivors include his widow and 
five children. Two of his sons are 
in the shoe business. Frank J. Flood, 
Jr., is with Brown Shoe Company 
and Tom Flood is with Midland Shoe 
Company. 


Nelson Pellegrom 

GRAND HAVEN, MICH.—Nelson 
Pellegrom, 62, personnel director at 
Eagle-Ottawa Leather Company 
here, died of a heart attack. He 
leaves his widow, Margaret; four 
sons, Roger, David, and Nelson, Jr., 
of Grand Haven, and Matthew, a 
student at Michigan State Univer- 
sity; a sister, Ruth Pellegrom, 
Grand Haven, and eight grandchil- 
dren. 

Mr. Pellegrom was born in Grand 
Haven and had worked for Eagle- 
Ottawa here for the past 38 years. 
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eGies After Colietal Career 


NASHVILLE, TENN.—FEarle T. Bumpous, president of General Shoe 
Corporation’s Jarman division and for 28 years one of the shoe industry’s 
dominant sales figures, was honored here December 30 upon his retirement. 


At a meeting of 
General Shoe’s ad- 
ministrative com- 
mittee, Mr. Bum- 
pous was presented 
with a sterling sil- 
ver cigar box bear- 
ing this inscrip- 
tion: “With deep 
appreciation for 28 
years of outstand- 
ing service.” 

The presentation 
was made by M. S. 
Wigginton, Gen- 
eral Shoe sales 
vice - president, 
with Chairman 
Maxey Jarman and 
President Henry 
Boyd present. 

Ed Graham, who 
has been vice-pres- 
ident of Jarman 
Shoe Company for 
the past year, and 
one of its execu- 
tives for the past 10 years, now 
heads the division. 

Mr. Bumpous was easily one of 
the most colorful sales figures in the 
shoe industry. He started prior to 
World War I with the J. W. Carter 
Shoe Company in Nashville, earned 
a sales territory in Kentucky, didn’t 
sell a pair the first day out, but 
$60,000 worth the next six months. 

Time out was taken to join the 
Army Air Corps in 1917. In 1929 
he joined Jarman Shoe Company 
which Maxey Jarman’s father, the 
late Mr. J. F. Jarman, had founded 
in 1924, 

After successful selling in the field 
for Jarman, he returned to head- 
quarters to become assistant to Wil- 
liam H. Wemyss, co-founder of the 
company and who was in charge of 
all its sales. Mr. Bumpous was given 
his first experience in styling, with 
the Jarman line, and afterwards 
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Earle T. Bumpous, retiring Jarman division sales chief 
and a dominant sales figure in the shoe industry, was 
readily identifiable to all by the omnipresent cigar. 


styled all men’s lines when Jarman 
became General and added numerous 
other divisions. Next he became gen- 
eral sales manager of all the stock 
lines and then vice-president and a 
director of the corporation. 

Ten years ago he took over exclu- 
sive direction of General’s Jarman 
Shoe Company. He was named presi- 
dent of that division. He directed 
its styling, its advertising, its sales, 
and he made the Jarman brand one 
of the dominant brand names of 
America. He maintained daily con- 
tact with 35 Jarman salesmen in the 
field and himself continued to visit 
accounts all over the country. 

Maxey Jarman, chairman of Gen- 
eral Shoe, told the BOOT AND SHOE 
RECORDER upon Mr. Bumpous’ re- 
tirement, ‘““General Shoe and likewise 
the shoe industry owe a great deal 
to this man for the high example 
of sales leadership he has set for all 


of us. His entire life has been de- 
voted to the business of selling. He 
has been tremendously effective and 
successful for Jarman and for Gen- 
eral Shoe, and while Jarman will go 
forward with great success under 
Ed Graham’s leadership, I doubt if 
the entire shoe industry will produce 
another personality like Earle Bum- 
pous. We want the whole industry 
to know that, as he retires after 28 
years, he ranks as one of the most 
outstanding sales executives of the 
country.” 

Mr. Bumpous expects to devote his 
retirement time to home and family, 
consisting of Mrs. Bumpous, a son 
Billy and two grandsons and two 
granddaughters. He has a home in 
Nashville and one in the country. 


Goodrich-Hood Add Line 
Of Waterproof Footwear 


WATERTOWN, MASS.—B. F. 
Goodrich Footwear Company and 
Hood Rubber Company, divisions of 
The B. F. Goodrich Company, have 
added Koroseal vinyl plastic foot- 
wear to their 1958 line. Continued 
are their similar lines for women 
and children. 

The new line was shown for the 
first time at waterproof footwear 
sales meetings held at the Traymore 
Hotel in Atlantic City, and at the 
Blackstone Hotel in Chicago. 

Guest of honor at the dinner in 
Atlantic City was J. L. Whited, 
Cleveland branch, who retired on 
December 1. Similarly honored at 
the Chicago dinner were G.- I. Neff, 
St. Louis branch, who retired on 
November 1, and A. M. Schodtler, 
Chicago branch, who retired Janu- 
ary 1. 

Advertising and sales promotion 
programs of waterproof, Sun-steps 
and “P-F” canvas footwear for 1958 
were presented by P. N. Swaffield, 
manager of advertising, and J. A. 
Aldred, manager of sales promotion. 
The waterproof footwear lines for 
1958 were presented by J. L. Baier, 
H. V. Field, K. C. Demmick, and W. 
T. McCormick. 

J. C. Cameron, chemical engineer, 
from the factory in Watertown, ex- 
plained the intricacies of plastic 
compounding and molding. A sound 
movie in color demonstrated the 
making of Koroseal footwear at the 
company’s new plant in Greenville, 
Kentucky. 








Staff Changes Made at Dunham Brothers 





KENNETH H. STUART 


BRATTLEBORO, VT.—The re- 
tirement of one salesman, transfer 
of another and the addition of a 
third to the staff was announced by 
A. T. Boman, manager of sales of 
Dunham Brothers Company, here. 

On January 1, Kenneth H. Stuart 
retired after completing 30 years of 
active service with the company. 
During his many years as a sales- 
man Mr. Stuart covered the north- 
ern New Jersey territory, making 
his home in North Plainfield, that 
state. 





HAROLD GCODMAN 





ABRAHAM SOBEL 


Taking over Mr. Stuart’s territory 
is Harold Goodman who, for the last 
year, has represented the company 
in the New York City area. 

Mr. Goodman’s territory, in turn, 
has been assigned to a new member 
of the sales force, Abraham Sobel 
of Morris Plains, N. J. He will cover 
mid-Manhattan and the southern 
part of Westchester County. Mr. 
Sobel has sold footwear for many 
years and most recently represented 
the LaCrosse Rubber Company in 
New York and New Jersey. 





Guy Moberge Superintendent 
At Northwestern Leather 
BOSTON—Guy Moberge has been 
appointed superintendent of the 
Northwestern Leather Company 
tannery at Sault Ste. Marie, Mich. 





GUY MOBERGE 


He has been with the company for 
20 years, is a graduate of Pratt 
Institute, and has been assistant 
superintendent at the Soo for the 
past four years. 

He replaces Donald Bundy, who 
resigned recently. 





Named International Manager 
ST. LOUIS—Ned G. Stanley has 
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been promoted to manager of Inter- 
national Shoe Company’s sole cutting 
and heel making department. An- 
nouncement was made by R. H. Rich- 
ards, vice-president in charge of 
subsidiary plants. He succeeds James 
B. Trimble, retired. 





E-J Executives Reassigned 


ENDICOTT, N. Y.—Two Endi- 
cott Johnson Corporation executives 
have been given new assignments in 
the leather processing division. John 
Barron was appointed assistant su- 
perintendent in charge of split 
leather processing. He was formerly 
general assistant to George Dennis, 
superintendent of upper leather and 
split processing plants. 

William Baker, Sr., formerly as- 
sistant superintendent of the sole 
leather processing plant, has been 
named assistant to Mr. Dennis. 





Join U. S. Rubber Board 


NEW YORK—Harold H. Helm, 
chairman of the Chemical Corn Ex- 
change Bank, New York, and Mal- 
colm P. Ferguson, president of the 
Bendix Aviation Corporation, were 
elected members of the board of di- 
rectors of United States Rubber 
Company. 


U. S. Shoe Corp. Reports 
Record Profit-Sharing 

CINCINNATI — Eligible factory 
employes of the United States Shoe 
Corporation received a record $1,- 
197,418 in profit sharing and Christ- 
mas bonus. Joseph §S. Stern, chair- 
man, and A. B. Cohen, president, 
said the employes’ share of profits 
was the largest in the history of the 
company and unequalled in the en- 
tire shoe industry. Approximately 
8,700 employes took part. Of this 
number 2,850 were eligible to share 
in $950,296. 

The record bonus reflects the all- 
time high in sales achieved by the 
company in 1957. Sales of the com- 
pany exceeded 6,250,000 pairs in- 
cluding increased sales of Red Cross 
Shoes. Production of the newly- 
acquired Selby Arch Preserver divi- 
sion was started in August, 1957, 
and total shoes produced in this 
division are increasing monthly. The 
wholly-owned subsidiary, Joyce, Inc., 
also reported increased sales. 





McElwain Appointments 


NASHUA, N. H.—The J. F. Mc- 
Elwain Company, shoe manufactur- 
ers, announced the appointment of 
Richard E. West to take charge of 
labor relations and the promotion of 
Frederic E. Shaw as upper leather 
buyer. 





Chisholm Named Hartnett 
Finished Leather Supervisor 





med 


Joseph Chisholm, right, is congratulated 
by Kivie Kaplan on his appointment as 
finished leather supervisor of the Hart- 
nett division of Colonial Tanning Com- 
pany. Mr. Kaplan is president and gen- 
eral manager of Colonial. Headquarters 
of Colonial Tanning Company are in 
Boston. The Hartnett division is in 
Ayer, Mass. 
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SPORT KING 
BOWLING 
SHOES 


A top value at popular 
prices. Littleway stitched 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Men's: Black or Smoke 
Sizes 6-12, $4.00 


Women's: 
Red or Smoke 
Sizes 4-9, $3.60 











438-1 West State 





D&K COMPANY, 


The 
DISPOSABLE 


branded jobs 

















try-on socks 





INC. 


Ithaca, N. Y. 
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SHOWING: FEBRUARY 1-4 
PHILADELPHIA 
BENJAMIN FRANKLIN HOTEL 
ROOM 343-4 


Broitman-Gaffin 


DUANE STREET, NEW YORK 13,.N.Y 





Bregman Leaves Brown 
For Post with Bonne Terre 


ST. LOUIS—Archie Bregman has 
resigned his post at Brown Shoe 
Company to become president and 
principal of Bonne Terre Shoe Com- 
pany and sales executive of Frolic 
Footwear. 


sa 


ARCHIE BREGMAN 

According to Mr. Bregman, it was 
a “pleasure and honor to be associ- 
ated with Brown Shoe Company for 
the past five years. My reason for 
leaving Brown is only because of the 
very strong desire to re-enter busi- 
ness.” 


January 15, 1958 


Mr. Bregman has been associated 
with the manufacturing of casual 
and sportswear footwear for many 
years. He was founder and president 
of Monogram Footwear, makers of 
Risques. When Brown Shoe Com- 
pany acquired Monogram in 1953, 
Mr. Bregman came to Brown Shoe 
Company as general manager of the 
Risque division. He later was named 
style coordinator for Risque, Fun- 
sters by Naturalizer, and Tandems 
by Air Step. 

In his new position, Mr. Bregman 
will continue in the manufacture of 
sportswear shoes in a lower price 
category. 


Werman Acquires New Plant 


BROOKLYN, N. Y.—A. Werman 
& Sons, Inc., manufacturer of in- 
fants’ and children’s shoes, an- 
nounced the acquisition of an addi- 
tional factory here and the removal 
of its offices to that site, which pro- 
vides an additional 20,000 square 
feet of space. The new address is 
282 Belmont Avenue. 

The new plant is the firm’s fourth. 
It operates tactories in Norwich, 
Conn. and Marietta, Pa. 


Hershbein in Southern 
Territory for Sebago-Moc 


WESTBROOK, ME.—Abe Hersh- 
bein has been appointed a sales rep- 
resentative for the Sebago-Moc 
Company here. Mr. Hershbein will 
represent the firm in Florida and 
Georgia. 


ABE HERSHBEIN 

The announcement was made by 
John Marshall, sales manager of the 
shoe firm, which manufactures 
men’s, women’s and children’s moc- 
casins. 

Mr. Hershbein resides at 454 N. 
W. 22nd Avenue, Miami, Fla. 





Four Attain Regional Posts at General Shoe 


General Shoe Corporation's newly-promoted credit sales counsellors to serve its 
four regions, are, left to right, Wilbur T. McClanahan, K. W. McQuiddy, Oscar 
D. Glaus, Jr., and C. Ray Smith. 


NASHVILLE—General Shoe Cor- 
poration has promoted four of its 
credit sales counsellors to regional 
credit managers, it was announced 
by T. Douglas Oxford, general 
credit manager and assistant trea- 
surer of the company. 

The promotions became effective 
January 1. The four men will be 


responsible for credits and collec- 
tions in the four regions comprising 
geographical sections of the country 
served by General Shoe. 

The men are Oscar D. Glaus, Jr., 
who will handle region No. 1, con- 
sisting generally of the eastern 
states; C. Ray Smith, Jr., region No. 
2, the southern states; K. W. Mc- 





of last year’s figures 
with Dr. Posner children’s shoes 


After 3 years in Allentown, Harold Green, owner of 
Green’s Juvenile Shoes, reports sizeable increases annually. 
Contributing greatly to this volume is the store’s 

Dr. Posner Franchise. Want to increase your children’s 
shoe business? Call, write or wire for complete information 


about a Dr. Posner franchise in your trading area. 


DR. POSNER 


DR. POSNER SHOE CO., INC., 112 W. 34 STREET, NEW YORK, N. Y. 
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AHEAD 


children’s shoes 





Quiddy, region No. 3, some southern 
and mid-western states; and Wilbur 
T. McClanahan, in charge of region 
No. 4, consisting of Texas, Oklahoma 
and all states west. 


New Corporation Is Parent 
Of Coffey-Hoyt Products, Inc. 


LOS ANGELES—Dolph Hoyt, 
Jr., president of Coffey-Hoyt Prod- 
ucts, Inc., manufacturers of Drizzle 
Boots, announced the formation of a 
new corporation, Principle Plastics, 
Inc. Coffey-Hoyt Products will con- 
tinue its operation as a division of 
the new corporation. 

“This move,” said Mr. Hoyt, “has 
become necessary because of our 
great increase in both volume and 
distribution. Our plans call for the 
introduction of new products from 
time to time, and the formation of 
Principle Plastics, Inc., will give us 
a parent corporation set-up to take 
care of our present and future 
growth.” 

The corporation is introducing an 
all-plastic play sandal for children. 
Mr. Hoyt continues as president and 
Henry Sigvartsen as general sales 
manager of the new corporation. 


Tests Style Trend Abroad 


NEW YORK—Kenneth Keyes, de- 
signer and New York representative 
for Comfort Products Company, of 
Worcester, Mass., is studying the 
shoe fashion picture from a head- 
quarters in Paris at 19 Rue Bargue. 





Dan Goldin Designated 
Hussco Field Representative 


Dan Goldin, appointed a field represen- 

tative for the Hussco Shoe Company. He 

has had long and diversified experience 

as both salesman and retailer, as well 

as in the fields of shoe merchandising 

and promotion. His headquarters will be 
in New York. 
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Acme Founder Bought Pair 
Of Boots to Tear Them Apart 


CLARKSVILLE, TENN.—It may 
be that of all the people who buy 
cowboy boots, Jessel Cohn got the 
most mileage out of a pair he bought 
in 1934. 

He paid $65 for a hand-made pair 
of cowboy boots and never wore 
them. 

Instead, he went to a hotel room 
in a dusty little Texas town and cut 
the boots to pieces. He wanted to 
know how something that expensive 
was made. 

When he returned to his Acme 
Boot Company in Clarksville, he 
showed what was left of the boots to 
his two sons, Marvin and Sidney. 
They figured it would be a fine idea 
to scrap their children’s shoes opera- 
tion and go into the boot business, 
on a mass production scale. 

Since that day in the 30s, Acme 
has become the nation’s largest 
maker of cowboy boots, with four 
Tennessee plants, at Ashland City, 
Clarksville, Springfield and Cooke- 
ville, employing a total of 1,400 per- 
sons. 

The prices of the 11,500 pairs of 
Acme boots turned out each day run 
considerably lower than the $65 
Jessel Cohn shelled out for his pair. 
But one pair they made cost $3,500. 
This pair, ordered by Gene Autry, 
was made of leather from a grand 
champion steer that sold for $44,375. 
The leather was trimmed in gold. 

One of the main factors in making 
1957 Acme’s best year is the em- 
phasis on western shows on televi- 
sion. Small fry peering at TV screens 
see their heroes wearing boots and, 
of course, they want boots to clump 
around in, too. 

But it’s not only the small fry. 
Adults buy a nice share of the boots, 
but Sidney Cohn, now general man- 
ager of the company, says he can’t 
figure out who buys what. 

Texas and California each use 12 
per cent of Acme’s distribution, to 
rank as the nation’s leading boot- 
using states. Oklahoma and Ohio are 
next with four per cent. Then comes 
New York, with three per cent. Mr. 
Cohn said 60 per cent of his boots 
are sold west of the Mississippi 
River, 40 per cent east of it. 

Jessel Cohn, now 88, is officially 
retired, but he still helps out when 
a decision has to be made. 


January 15, 1958 


St. Louis Shoe Show Plans Get Under Way 


+ oe og 


Shown making plans for the St. Louis Shoe Show, April 27-30, are, seated, left to 
right, Albert Shank, Wohl Shoe Company; Muriel Braeutigam, Brown Shoe Company, 
co-chairman, Shoe Fashion Board; Jaclyn Meyer, chairman, Shoe Fashion Board; 
W. Ted Shaw, Brauner Brothers Shoe Company, general shoe show chairman; A. A. 
Brand, International Shoe Company, chairman of publicity. Standing, left to right, 
are William Kaplan, Carmo Shoe Manufacturing Company, co-chairman of the 
show; Arthur H. Gale, executive secretary of the association; Walter Johnson, 
Brown Shoe Company; Julian G. Samuels, Jr., Samuels Shoe Company; J. Roger 
Johansen, Johansen Brothers Shoe ee and John Lipscomb, Town & Country 
hoes, Inc. 





Culver Appoints Lee Perry 
DENVER—Lee Perry, Boulder, 
Colo., has been chosen sales repre- 
sentative for three lines of infants’ 
shoes and sandals—Cuddle Cubs, 


Bumpers and Bear-Hide sandals— 
by Ed Culver, president, Culver 
Corporation, Erin, Tenn. Mr. Perry 
will travel the mountain states 
area. 





Doggonedest 


you ever wore 
Pigskin 
Hush 
Puppies 


by WOLVERINE 


I'll take ’em. 


* Full color ad will appear 
in Saturday Evening Post 


* Plus ads in Life, True, 
Argosy, Sports and others 


* Full Multi-colored merchandising 
kits and sales aids for dealers. 





most comfortable shoes 


Here’s the shoe you’ve been wanting to crack men loose 
from their buying rut! The shoe that sells an extra pair 
faster, easier than ever before. Why is this so? Just put 
on a pair yourself; take ten steps; feel that Pigskin 
lightness and comfort. 3 out of 5 men who try ’em say 


Wolverine plush Pigskin 
Steel shank, full counter 
Cement construction 
30-iron cushion sole 


Eleven colors carried in stock 





Retailing very profitably at $8.95 


WOLVERINE SHOE AND TANNING CORP., ROCKFORD, MICHIGAN 




















For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Brands 
Largest Stocks All Price Ranges 


be p? 
MOSINGER- COHN 


louis 3, Me 


Lowest Prices 





$ Washingt 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


BARIS tix: 


CANCEL 
79-81 READE ST., N.Y.7 + WO 2 





BOX HANDLERS 


MONEY 
BACK 


if you 
DON’T AGREE [iE lohy 


that Long Arms get shoes 
from high shelves QUICKER, 
EASIER, SAFER than by 
any other method. With = 
handles 24°’, 36°", 48” & 
60°’, $3.50; with 72” 
USA. Specify handle lengths desired and if for men’s 
or women’s boxes. Your jobber or 


CARL BEEMAN 
Cedor Heights Rd. Stamford, Conn. 





LONG ARM* 


The efficient box handler 
QUICKER, EASIER, SAFER 


“Trade Mork | 
| 














handles, $4.50, postpaid in 








BOWLING SHOES 





BROOKS BOWLING SHOES 


IN STOCK © FINEST QUALITY 
‘s Black — Sizes 5 to 13 


d 
Ladies’ Smoked—Sizes 4 to 10 
Ladies’ Red 


2% 10 Net 30 
F.0.B. Factory 


3210 CHERRY ST. 
PHILA. PA. 


BROOKS SHOE MFG. CO. 
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Kraft Joins Dewey & Almy 
As Shoe Product Sales Head 


CAMBRIDGE, MASS.—Edward 
L. Kraft has joined the Dewey and 
Almy Chemical Company division of 


W. R. Grace & Company as shoe | 


products sales manager. 


EDWARD L. KRAFT 


He succeeds Cary 
has been appointed research man- 


ager of impregnated fiber shoe prod- | 


ucts. 


Mr. Kraft was formerly with the 

as manager of | 
Chemical | 
with | 
Johnson and Johnson in New Bruns- | 


Borden Company 
the Durite department, 
division, Philadelphia, and 
wick, N. J., and Dallas, Tex. 

He is an electrical engineering 
graduate of Rutgers University, and 
is a member of the Society of the 
Plastics Industry and the Society of 
Plastic Engineers. 


New Beggs & Cobb Owner 
Becomes General Sales Chief 


BOSTON—Following the sale to 
Harry Remis of the leather manu- 
facturing company of Beggs & Cobb, 
Inc., Robert Remis has become gen- 
eral sales manager of the latter 
company. He formerly was coordin- 
ator of sales and production for the 
Acme Leather Company of Peabody, 
Mass., another Remis-owned firm. 
As general sales manager, Mr. 
Remis will be in full charge of both 
the domestic and export sales staffs. 
An increase in the production facili- 
ties of Maine Leathers, Inc., a Beggs 
& Cobb subsidiary, is planned. 

Mr. Remis’ position at Acme 
Leather Company has been taken 
over by Peter Remis. Of this com- 
pany Albert Chalek is sales mana- 
ger. 





S. Giles, who | 














TOP-SIDER 





SURE-FOOTED COMFORT 
most flexible, f®& 


coolest on 4} 


deck, 
court, campus. \v 
} 


SPERRY \ | 
TOP-SIDER 


Box 338c, Rubber Ave., Naugatuck, Ct. 





ORTHOPEDIC FOOTWEAR 





TARSO SUPINATOR SHOES® 


—jfor weak or flat feet— 
. prescribed by doctors 

as the modern corrective 

shoe for children. 

Made and distributed only by: 


baattce J. Markell Shoe Co., Inc. 


332 South Broadway . Yonkers, N. Y. 








AS CORRECTIVE 
2 FOOTWEAR 

» 5 Recommended by lead- 
ing Doctors for Men, 
Women and Children, 


249 Dutton St. 
Lowell, Mass. 


Established 1869 


STOVER & BEAN CO. 











iio Cites dilate’ Kerr 
For 30 Years’ Service 


George D. Kerr, general sales manager, 
Shoe Products division, for the Goodyear 
Tire and Rubber Company, was honored 
recently on the completion of 30 years 
with the firm. His first assignment was 
in the merchandise distribution depart- 
ment. He served as manager of renewal 
sales and Shoe Products sales manager 
before assuming his present duties. 
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Classif 





SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











WE ARE LOOKING FOR A MAN TO REPRE- 
SENT US IN THE METROPOLITAN CHICAGO 
AREA, SELLING TO RETAILERS, CHAIN AND 
DEPT. STORES. WE MANUFACTURE RUBBER 
AND CANVAS FOOTWEAR. ALL OF OUR 
SALESMEN ARE FULL-TIME MEN AND ARE 
COMPENSATED ON A BASIS OF SALARY 
PLUS COMMISSIONS AND TRAVEL EX. 
PENSE. IF YOU ARE INTERESTED, PLEASE 
WRITE US FOR ADDITIONAL DETAILS AND 
ENCLOSE A BRIEF RESUME OF YOUR BACK- 
GROUND. 


Reply to Box 119, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








CAROLINA SALESMAN WANTED 


Well known St. Louis women's 
novelty shoe manufacturer is con- 
sidering applicants for the Caro- 
linas. Complete branded line, in 
stock and make-up service. Sub- 
mit complete sales history. Replies 
kept confidential. 


Reply to Box 122, BOOT & SHOE RECORDER 
Room 1403, 1221 Locust Street, St. Louis 3, Mo. 





WE ARE WELL-KNOWN MANUFACTURERS OF 
RUBBER AND CANVAS FOOTWEAR AND 
HAVE A TERRITORY OPEN IN WESTERN 
NEW YORK STATE, WITH A SIZEABLE EX- 
ISTING VOLUME AND ESTABLISHED AC- 
COUNTS. LEATHER SHOE OR RUBBER FOOT- 
WEAR EXPERIENCE VERY HELPFUL BUT NOT 
A MUST. IN YOUR REPLY, PLEASE SUPPLY 
FULL BACKGROUND, INCLUDING AGE AND 
MINIMUM DRAWING ACCOUNT REQUIRED. 


Reply to Box (20, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 

















WANTED: EXPERIENCED QUALIFIED 
MEN tto sell strong line of Men’s, Boys’ and 
Children’s Shoes in Medium and Low-Priced 
Field. Drawing account to men of proven abil- 
ity. Sideline permissible. Territories open: 
Virginia, Georgia, Tennessee, Kentucky, Ohio 
and Indiana. Reply to Box 116, Boor anp 
Snoe Recorper, Chestnut & 56th Streets, Phila- 


delphia 39, Penna. 


UNLIMITED OPPORTUNITY 


FOR YOUNG, AGGRESSIVE, HARD WORKING 
SALESMAN TO COVER DEL, MD., WASH., 
D.C., VIRGINIA, WITH AN OUTSTANDING LINE 
OF TOP QUALITY STAPLE AND PRESCRIPTION 
CHILDREN’S SHOES. MUST LIVE IN TERRI- 
TORY. WRITE GIVING ALL DETAILS IN 
FIRST LETTER TO: 
MEDIC SHOE MANUFACTURERS 

1212 WOOD STREET, PHILADELPHIA 7, PA. 














OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low-priced Juvenile Footwear. 
All open territories are well established. 
6% Soe plus bonus. Write: 
EIL CARLSON, SALESMANAGER 

SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 

















FOR SALE 


BUSINESS OPPORTUNITY 











BEST OFFER TAKES X-RAY SHOE 
FITTER, No. 1057. Factory guarantee to pass 
stringent health regulations. JOHNSON 


SHOES, Bass Building, Enid, Oklahoma. 





AN AUSTRIAN SPECIAL SKIING 
BOOT FACTORY LOOKS FOR CON- 
NECTIONS WITH IMPORTERS AND 
REPRESENTATIVES FOR EXPORT. 


SALESMEN 


wanted coast-to-coast 
Liberal commissions to carry all or any part of 
one of the country’s leading “‘tots to teens’ lines 
of juvenile footwear, featuring Chapman's brand. 
All territories open excluding N.Y., N.J., Pa., 
Del., Md., Va., Fla, and Wash., D.C. 


HILL SHOE COMPANY, 70 N. 4th St., Phila. 6, Pa. 














FAMILY SHOE STORE, 100% NORTH Reply to Box 121, BOOT & SHOE RECORDER SALESMEN WANTED: WILL GIVE 
PHILADELPHIA, PA., _ location. Volume Chestnut & 56th Streets, Philadelphia 39, Pa. | DRAWING ACCOUNT TO EXPERIENCED 
over $100,000. Popular Brands. Reply to Box | MEN who can produce and have established 
110, Boor anp SHoe ReEcorper, Chestnut & | following in these territories: Michigan, Illinois 
56th Streets, Philadelphia 39, Pa. | Texas, Oklahoma, Minnesota. Nationally known 
FOR RENT distributor with facilities to fill orders immedi 

ately. Strong competitive Line of Men’s Dress 
: . and Work Shoes in Medium and Lower-Priced 

FOR SALE: ADRIAN SPECIAL X-RAY, 100% SHOE STORE LOCATION, Jamaica, field. Furnish background which will be held 
Like New; Good working condition. Make offer. Long Island. Apply: MORRIS AKS, 160-11 in confidence. Reply to Box 117, Boor anp 
SAJDAK’S SHOE STORE, 1017 East Brady 89th Avenue, Jamaica, New York. Republic Suor Recorper, Chestnut & 56th Streets, Phila- 
Street, Milwaukee 2 , Wisconsin. 9-5200. delphia 39, Penna. 























satnauiaen aaies ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 
20¢ a word Chestnut & 56th Sts. 
Minimum (18 words) . .$3.60 Philadelphia 39, Pa. 
Box number, _—, . -$2.40 
Your name and address ‘ $ 
charged at word rate. Here is my want-od: 
Street number one word REESE RD” Re AC ON 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: : 
Classified Advertising Enclosed is Check 
is payable in advance Please check if box No. is Wanted Money Order 1 
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SIDELINE SALESMAN WTD. 


FAST AND EASY SELLING SIDE LINE 
of Complete $1.98 and $2.98 Casuals, Wedge 
and Flats for Women and Children. Also 
beautiful Line of $1.98 and $2.98 slippers for 
Men, Women and Children. Old established 
firm. All territory open except New York. 
Reply to Box 118, Boot Ann SHOE Recorper, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boor anp Suoe Recorper, Chestnut 
& 56th Sts., Philadelphia 39, Penna. 





FOR SALE 


ADRIAN SHOE FITTING MACHINE, 
ADRIAN, Automatic Model, Like New. Must 
sacrifice, $200 F.O.B. NORDVEDT’S, 49 
South Ninth Street, Minneapolis, Minn. 








FOR LEASE 


FOR LEASE, CHILDREN’S SHOE DE- 
PARTMENT in High Volume Children’s Store; 
Present Volume $35,000. Small investment. 
Young, aggressive man—Personality more im- 
portant than money. Reply to Box 123, Boot 
anp SHOe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 











Heads Eastern Foam Sales 


AKRON, O. — Appointment of 
Thomas H. Wilson as eastern re- 
gional manager of Polyfoam sales 
for The General Tire & Rubber 
Company was announced by Rob- 
ert B. Wilbur, general sales man- 
ager, Marion division. In his new 
position, Mr. Wilson will direct 
sales of General’s polyurethane 
foam in the East. He has been as- 
sociated with General Tire as mar- 
ket research analyst since 1952. 





Frank Olson Named to Head 
Divisional Sales for Dunham 


Frank T. Olson, who has been appointed 

divisional sales manager by Dunham 

Brothers Company, Brattleboro, Vt. He 

will be in charge of the distribution of 

Red Ball footwear in the New England 
and New York areas. 


Oliver M. Lund Joins Staff 
Of Donovan Leather Firm 


Oliver M. Lund, until recently a member 
of the sales staff of Beggs & Cobb, Inc., 
has been named to a similar position 
with F. C. Donovan, Inc., well known 
Boston leather merchants. He has been 
assigned to the New England area. An- 
nouncement of his appointment was 
made by F. C. Donovan, Jr. 





Industrial Relations Man 
Leaves Maine Leathers, Inc. 


DOVER-FOXCROFT, ME.— 
Christian A. Strandboe, director of 
personnel and community relations 
of Maine Leathers, Inc., has left 
that company to open an industrial 
relations consulting firm in Au- 
gusta under the name of Christian 
Strandboe Associates. 

Mr. Strandboe, who has had wide 
experience in industrial and public 
relations in Maine, came to Maine 
Leathers from the R. P. Hazzard 
Company in Augusta, where he 
was personnel director. He ma- 
jored in journalism at Rutgers Uni- 
versity, and during the war was 
assigned as the officer in charge of 
military personnel in the Office of 
the Chief Signal Officer, Washing- 
ton, D. C. While in the service he 
did extension work at Cornell Uni- 
versity’s School of Industrial and 
Labor Relations. 

Christian Strandboe Associates is 
said to be the only industrial rela- 
tions concern in the state of Maine. 


Lucey Firm Shares Profits 


BRIDGEWATER, MASS.— The 
John E. Lucey Company distributed 
a total of $128,518 to 385 employes 
in a 15th annual sharing of profits. 
It was the largest such disburse- 
ment by the company. 

The shoe manufacturing company 
established the profit-sharing plan 
in 1943. Since then the company has 





WANTED TO PURCHASE 








NOW! YOU CAN USE THE EDGE 
OF THE GLASS SHOE DISPLAY CLIPS 


CLEAR PLASTIC 





CAMERON CO. DISPLAYS 
$30 per doz.50 Echo Lane, Glenview, III. 


me 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 




















CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 











MORRIS BAYROFF 


formerly with M & R Shoe Co. 
IS NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 

















distributed a total of $1,207,435. 

Officials of the company are W. 
J. McGrath, president; L. C. Lyda, 
vice-president, and A. B. McIntyre, 
treasurer. 


Named Aide by International 
ST. LOUIS—Carleton R. Newell 
has been appointed credit manager 
for the northeastern region of In- 
ternational Shoe Company, effective 


immediately. Announcement was 
made by J. I. McCarthy, regional 
manager of the region with head- 
guarters at Manchester, N. H. 

For the past several years Mr. 
Newell, who joined International in 
1946, has served as assistant to Wil- 
liam J. Schmidt, former credit man- 
ager now retired. 
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WANTED TO PURCHASE 











“Uncle Sam” 
will soon prove 
Sputnik and Muttnik 


are old numbers 





ai SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . - quality men’s, 
women’s and children’s shoes. 


i bo FOR OVER 41 YEARS 
LOUIS CAMITTA & SON 


91 READE ST., NEW YORK, N. Y. MOSINGER - COHN 


Wo 2. 
formerly with S. CAMITTA & SONS 235 Washingtor 

























































Ufyyn 


Quick decision on your offers of discontinued and 
N surplus men's, women's and children's shoes. 

NSS THE NATION’S FINEST Also complete stores considered 

N CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


Bin foc me! * NewYork 7,N.Y. © Tel: WOrth 2-5180 
YUH]: 
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TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4112 Bergenline Avenue 
Union City, N. J. UNion 3-6413 
Phone or Wire Collect 




























WE PAY MORE /.,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 












HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 





































Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since 32 
“While in Town See Weil” 



















for 

e closeouts 

e surplus 

e discontinued 
lines 


¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


ine. ¢ BE 3-7290 
146 DUANE ST., N. ¥.C. 


c™D0 








" COMPLETE. STORES & 
WANTE D: 


Confidential negotiations by 
rated . . . experienced retailers ; 








. ARRONSON BROS. & BAYROFF : 


122 Duane St., N.Y.C. RE 2-4170-4171 
























B. & R. PAYS THE LIMIT 

WE BUY CLOSE OUTS re 
COMPLETE SHOE STOCKS 

cin: ai'tin LEASES ASSUMED A 

collect YOUR NAME PROTECTED S$ 

B. & R. SHOE CORP. H 

wow Ton Tn Be LaMonic 

WOrth 2-6358 Ralph Vogel 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 








120 No. 4th St. Phila. 6, Pa. 
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OFF. 


to a profitable 
start with 


GODING 





A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 


adds the profit, because it’s the 


preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 








McGreevy Textileather’s 
Agents in New England 


TOLEDO, O.— McGreevy Associ- 
ates, Boston, has been appointed 
New England sales agents to the 
footwear industry and to general in- 
dustrial accounts by the Textileather 
division of The General Tire & Rub- 
ber Company. 

The McGreevy firm will handle the 
complete line of Textileather sup- 
ported vinyl and pyroxylin fabrics. 

Associated in the sales agency are 
Thomas J. Hartnett of Harvey Hart- 
nett, Inc.; Robert E. Borden, who 
formerly was footwear sales product 
manager for Textileather in Toledo; 
and Gerald H. McGreevy, who re- 
cently retired at Textileather’s di- 
rector of sales after more than 30 
years with the company. 





Will Aspiring Boot Salesman, 
Aged 9, Settle for Free Pair? 
Marlboro, Mass.—The Quinn & Delbert 


Boot and Shoe Manufacturing Company 


here, reports a one-pair increase in its 
export orders for children's boots. This 
puts Everett Lee Bowen, Jr., one up on 


| his father whose export orders to date 


have been conspicuous by their absence. 
To keep things as confused as possi- 


| ble, it should be noted here that one of 
| the more ardent readers of BOOT AND 
SHOE RECORDER is nine-year-old Giu- 

liano Finetto. Giuliano's address is Via | 


S. Salvatore Corte Regia, 11, Verona, 
Italy. 

During the course of his impassioned 
study of the American shoe industry, he 
ran across an item published in the 
RECORDER, issue of May 15, 1957, in 
which the shoe selling activities of 
Everett Lee, Jr., were detailed. It seems 
that at the age of 11, in addition to 
being a talented singer and dancer, 
Everett Lee, Jr., accompanies his father, 
a Quinn & Delbert salesman, on business 
trips through the Colorado-Wyoming- 
Utah territory. This, of course, is during 
vacation periods since Everett Lee, Jr., 
has not yet graduated from college. He 
will, it is estimated, about ten years 
from now. In the meantime, he helps his 
Dad whenever possible and has built up 
quite a following. 

All these facts were absorbed by 
Giuliano, over in Italy. Taking his pen in 
hand he wrote Everett Lee, Jr., asking 
the price of a pair of boots, size 21/2, 
and expressing the hope that Everett 
Lee, Jr., “may have a beautiful future.” 
This letter eventually found its way to 
the desk of A. W. Nordstrom, sales and 
merchandise manager of Quinn & 
Delbert. 

Mr. Nordstrom, no mean letter writer 
himself, instantly took his pen in hand 
and acquainted Giuliano with an inter- 
esting fact: that a handsome pair of 
boots had been shipped him free of 
charge and with the compliments not 
only of Everett Lee Bowen, Jr., but of 
the entire Quinn & Delbert organization, 
as well. 


The Label with 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


*trade mark 




















ADVERTISING 
QUTTLEE 


—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping 

Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 
World's Largest Advertising Service 
Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 








Boot and Shoe Recordei 











INDEX TO ADVERTISERS 


A 
Alden, C. H., Shoe Co. ...... 82 
Amalgamated Leather 
Company 

ane Biltrite Rubber 

sbiaite Wtibrore hake ace 4 eiele Ace 22-23 
Peak Girl Shoe Co. 2 
American Junior Shoe Co. ... 
Armstrong Cork Company ... 
Arronson Bros. & Bayroff ... 
Avon Sole Company 


B 
B. & R. Shoe Company 
Baris Shoe Co. ...... 95, 104, 107 
Barratt Leather Co. 108 
Bass, G. H., Co. 
Bata Shoes, Inc. 
Bayroff, M. 
Beebe Rubber Co. 
Berned Shoe Co. 
Borg, G. W., Corp. 
Brezner Div. Allied Kid Co... 
British Classics, Inc. 
Broitman-Gaffin Shoes, Inc... 
Brooks Shoe Mfg. Co. ....... 104 
Burns Cuboid Co. 


C 
Cambridge Rubber Co. 
Cameron Co. Displays 
Camitta, Louis, Shoe Co. 
Camitta Shoe Co. 
Carter, J. W., Co. 
Chairmasters, Inc. 
Coffey Hoyt Prod., 
Converse Rubber Co. 
Cushionized Bellaire Shoe Co. 


D 
D & K Co., Ine. 
Danskin, Inc. 
Dow Corning Corp. ........ 20, 42 


E 
Eddy Shoe Co. 
Edwards, Vincent Co. 
Ephrata Shoe Co 


Five Star Footwear Co. 
Freeman Shoe Corp. ........ 


Gallun, A. F., 

Gardiner Shoe Co. 
Gerberich-Payne Shoe Co. 

Gilbert Shoe Co 

Goding Boots, Inc. 1 
Goodyear Tire & Rubber Co... 
Green Shoe Mfg. Co...Back Cover 


H 

Hempstead Shoe Co., Inc. .... 107 
Herbst Shoe Mfg. Seale 16 
Heydays Shoes, Inc. 44 
Holmes Stickney, Inc. ........ 9 
Hood-Goodrich Rubber Co. ... 56 
Hubschman, E., & Sons, Inc. 

2nd Cover 
Hussco Shoe: Co 94 


I 
Ideal Shoe Mfg. Co. 
Iselin, Wm., & Co. 





Kangaroo Tanners 


Kreider, A. S., & Son Co. .... 93 


L 
Laconia Shoe Co., Inc. 
Lawrence, A. C., Leather Co. 
Leverenz Shoe Co. 
Levor, G., & Co. 
Lion Sandals, Inc. 
Lone Star Boot Co. 


M 
Markell Shoe Co. 
Mid-Atlantic Shoe Show .... 
Mighty Midget Leather Goods 


Co., Inc 
Mishawaka “Rubber Co. 
Morris Bayroff 


Mosinger-Cohn Shoe Co...104, 107 


Nashua Footwear Co. 


9 
Nunn-Bush Shoe Co. ...3rd Cover 


O 
Ohio Leather Co. 


P 
Peek-A-Boot, Inc. 
Posner, Dr., Shoe Co., Inc. ... 102 
Potvin, R. J., Shoe Co. 
Front Cover 


Ripple Sole Co. 

Rochester Shoe Tree Co.. 
Romito Donnelly Co. 

Ross, A. H., & Sons Corp. .... 
Rueping, Fred, Leather Co... 


Scott Foot Appliance Co. .... 
Sebago-Moc Co. 

Sno-Proof Co. 

Sperry Top-Sider 

Step Master ase (1 eae 
Stoff, M., 

Stover & hy Co. 


T 
Tan-Art Co., Inc. 
Thomas Taylor & Sons 
Tingley Rubber Corp. 
Topps Shoe Store 
Tyer Rubber Co. 


U 

United Shoe Machinery Corp. 
Service Parts 1 
Shanks 


V 
Vaisey-Bristol Shoe Co. 


Ww 
Weil, M. K., Shoe Co. ....9¢ 
Wellco Shoe Corp. 
Wolverine Shoe & Tanning 


Yankee Shoemakers 











Guard YourtHeart 


T see 
your 
doctor 





2 Control 
your weight 








physically 
fit 





5 Ease up — 
and relax 








6 Give to fight 
heart disease 





HELP YOUR HEART FUND | 


HELP YOUR HEART 
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SHANKS... 


1 VITA-TEMPERED 
shanks prevent 
twisting, allow 
maximum steel under 
heel for better 
shoemaking. 





VITA-TEMPERED 
shanks preserve 
stylish contours 
through perfect 
fitting from ball 

line to heel. 


2 VITA-TEMPERED 
shanks protect 
against “run under” 
and broken 
Louis flaps, 


(TA-TEMPERED 
thanks provide proper 
© support and correct 
© shoe tread. 


Graceful, tapering lines and smooth, molded surfaces add 
ip to perfect bottom character . . . the built in eye appeal and 
buy appeal that demands a perfectly fitted shank. 


7 


en using United Shanks you'll find they’re all perfect 
ardless of the production run. Each master model is carefully 
hand tailored”’ to fit your original last. Every line and curve 

is exactly followed and faithfully shaped in steel... viTA-TEMPERED 

steel that builds solid strength and permanent bottom 

character into every pair of shoes. Check with your 
United representative for the proper selection of your 

VITA-TEMPERED steel shanks...once fitted they’re always perfect. 


Have your shank fitting schedule surveyed by a specialist... 
make arrangements with your United Representative. 


VITA-TEMPERED STEEL SHANKS 


United SHOE MACHINERY CORPORATION + BOSTON, MASSACHUSETTS 
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Style 17263 
CARIBOU Last 


Style 17030 
CARIBOU Last 


They Do More 
for the Man Who Wears Them! 


Such competent good looks, as you might expect, stem straight from Nunn-Bush ex: 
perience. Edgerton is a division of Nunn-Bush! Edgerton styling has a touch of 
aristocracy which becomes a badge of success for the man who wears Edgertons. 


EDGERTON DIVISION ¢ NUNN-BUSH 
MILWAUKEE 1, WISCONSIN 


See your Local Nunn-Bush and Edgerton Dealer 


Style 9571 
CHATEAU Last 


Style 9663 
CHATEAU Last 


from *] (): 


CHATEAU Last te 7 ’ BY A DIVISION OF NUNN-BUSH 


Style 9590 











The youngest, smallest Stride Rites represent your biggest profit . . . because the youngest, 
me t . 50D R Db 


smallest customers represent your biggest potential. Start them 





out in Firsties. Get them young, treat them right, bring 
them back... with the Stride Rite name, Stride Rite 
quality, check-up reminder cards . . . and patient, 
careful fitting. They have a long way to go before 


they’ll be too old for us... or you. 


Green Shoe Mfg. Co. 
Boston, Mass. 


